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A New and Wider Range of Boys 
Shoes in One Complete Line! 








...and Priced Down for Profitable Mark Up. 


SKYRIDER SHOES 






FOR BOYS 


Now in 3 Divisions 


Little Gents 10to 13% — BtoD 
Regular Boys 1 to 6 — AtoD 
Big Boys 64%to9 — AtoD 


Little Gents 
No. 4106 







Quality that satisfies every parent. 
Mannish style that appeals to every boy. 








Sweeny tilated patterns. 


and the Skyrider franchise. 


NASHVILLE » 
Ri 





Skyriders in Room 334, Jefferson Hotel 
at N. S. R. A. Convention, St. Louis. 


A range that permits sales to boys of all sizes and ages, 


SPRING AND SUMMER CATALOG NOW READY 


presenting our complete line of Boys Shoes for Spring 
and Summer, featuring Sport Shoes in All-white, two- 
toned tans, Black and White combinations, and ven- 


Dealers interested in boys shoe sales with a 
greater margin of profit—a range of sizes that 
permits more sales—a style and quality that 
bring repeat sales from satisfied parents and 
delighted boys—should wire or write immedi- 
ately for details of special merchandising service 


Bellemeade Shoe Company 








A Division of General Shoe Corporation 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


Herbert J. Rich, 


treasures a “scrap of paper” in the 
form of a receipt, reading: 
September 8, 1869 
Received $5.00 as part pay- 
ment of store and room at 
205 Seventh Street.” 








This was the first month’s de- 
posit made by his father when the 
old gentleman first embarked on 
the high, adventurous road of 
shoe retailing in Washington, 
|g 

From one little room on Sev- 
enth Street this firm has steadily 
grown to where it now crowds its 
five floor building with retail shoe 
activity. 

* * * 


é 

"The Retailer Plays 

His Part In National Recovery” 
is to be the theme of the Twenty- 
Third Annual Convention of the 
National Retail Dry Goods Asso- 
ciation, which will be held at the 
Hotel Pennsylvania, New York 
City, Jan. 15th to 19th inclusive. 
The more goods stores can 
move on to the consuming public, 
the greater progress can be made 
all along the line. As retailers 
buy more merchandise, factories 
become busy and take on more 
workers, consumer purchasing 
power is increased—and stores 


can sell still more goods. 





Efficient operating methods and 
creative imagination in merchan- 
dising and promotional methods, 
based on a careful study of what 
consumers really need and want, 
is, therefore, almost the founda- 
tion for the entire recovery pro- 
gram. 

The Annual Banquet, a Fashion 
Show, Educational Exhibits of 
merchandise and store equipment 
and a special display of electrical 
appliances, will be other teatures 
of the convention. 


* * 


Major Charles T. Cahill 
of the U.S.M.C., was fortunate in 
the placement of his convention 
exhibit cases on the lobby floor of 
the Hotel Commodore. Shoemen 


‘ | 


— 


WHAT A LUSTY 
GUY WAS HENRY IV 
oF FRANCE WHO 


WORE —— 
by the hundreds were able to study 
shoemaking of all ages while the 
public by the thousands were 
given a liberal education in the 
use and adornment of footwear. 
The contrast of the past and the 
present is always interesting. 


* * * 


— ” Mavrok 

y avrokas, 
star of the Salem, Mass., football 
eleven, won seven footballs as a 
reward for his skill in seven dif- 
ferent games, and as “Timmy” 
shines shoes in his father’s boot- 
black parlor between times of go- 





ing to school and playing football, 
he shined up those seven footballs, 
lettered on them the records of 
each game, and put them in the 
window for a display. 


* * * 


F red W. Werner, 


of the Werner Shoe Company, 
St. Joseph, Mo., says: 





“I have read the Boot ANbD 
SHOE RECORDER every week since 
July, 1912. It is the one medium 
which keeps one informed on 
what’s what in the shoe industry 
and most every issue has one or 
more articles which are helpful 
and acts as a guide to better shoe 
retailing. 

“I am interested in reading the 
article “The Price of Applesauce’ 
in the Nov. 18th issue just re- 
ceived. Mr. Musta Ben Fair rep- 
resents our store in this com- 
munity. Ours is the only shoe 
store in this city of 82,000 that 
stayed with quality merchandise. 
We continued to buy our regular 
lines, the lowest price of which 
was $5.00 in the lowest period. 
For a while we had a slowing up 
of sales but since last April we 
have had some nice gains and now 
we are delighted that we did not 
weaken and buy a lot of plunder 
to sell at a price. 

“We simply would not think of 





a 





getting along without the Boor 
AND SHOE RECORDER.” 


* * * 


Harold Whitehead, 
who wrote the ReEcorpDER serial 
“Billy Rogers—the Shoe Mer- 
chant,” was a guest at a luncheon 
given by the shoe trade of London, 
and explained the department of 
business organized by him to im- 
plement the findings of the Gov- 
ernment Committee on Education 
for Salesmanship. 

The main function of the De- 
partment of Business Develop- 
ment is to train salesmen to carry 
out their present work more effec- 
tively and to secure a full sense 
of the importance of their work. 

Courses in retail salesmanship 
for various sections of the retail 
distributive trades have been pre- 
pared by Harold Whitehead and 
Staff which serve as a training 
program to make a strong appeal 
to the rising generation of sales- 
men and saleswomen. 


* * * 


& L. Enow, 
sales manager, Nyack Shoe Corp., 
Nyack, N. Y., says: 

“Giving close and concentrated 
attention over a period of years 
to an important phase of the shoe 
business (and very often a sadly 
neglected end of this business) 
namely ; juvenile shoes, makes me 


rae rm Good 
i als 


convinced that the average mother 
is now more shoe-conscious than 
ever before. 

“We are specialists in shoes for 
children, and we have followed 
the trend very carefully and from 
recent analyses feel that we are on 
the right track. In our sincere 
efforts to live up to the shoe con- 
sciousness so prevalent in the 
mother’s mind, we follow this up 
in giving style, detail, wear and 
fitting qualities our best attention 
—carrying in widths, shoes from 
the infant size 6 to the misses’ size 
3. The modern mothers want 
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YESTERDAY AND TODAY 


—At the Shoe Manufacturers’ Convention, 
held at the Hotel Commodore, New York 
City, a year ago this month, a blanket of 
pessimism seemed to weigh down upon 
most of those present. 

—The foundation upon which industry was 
resting seemed treacherous, the outlook 
anything but hopeful. 

—At the Convention just finished in this 
year of our Lord, 1933, the opposite senti- 
ments seemed to prevail. 

—I interviewed a large number of retailers 
and manufacturers, and their represen- 
tatives. 

—Almost without exception, a note of 
courage, confidence and hopefulness was 
sounded. 

—‘Business is cn the mend,” “1934 is going 
to be a good shoe year,” “happy days are 
here again,” and many such comments 
were heard on all sides. 

—All of which seems mighty significant to 
me. 

—We have undoubtedly many big problems 
still to be solved; but confidence is re- 
turning, and that is half the battle won. 

—Hard work, initiative, vision and straight 
thinking will win the other half. 


> Oe ta 


President. 





these features plus a consideration 
of the family pocketbook.” 


* * * 


dd 
E atiniiad 


come ...and go... but the last 
is first to bring them back,” de- 
clares the Sterling Last Corpora- 
tion, also saying: “Style is defined 
as ‘the luring siren that draws 
countless women and men away 
from their favorite shops and 
makes them enter other store por- 
tals as new customers.’ 

“In footwear, fortunately, there 
is a magnet even more powerful 
than Style. That compelling at- 
traction is CORRECT FIT- 
TING, comprising the elements 
of comfort, ease, free action, poise 
and also style. 

“The foundation of this vital 
force is the LAST. 

“The confections of Style may 
lure your customers away for a 
time, but if your LASTS are 
right, the magnet of good fitting 
will pull them back to you. Un- 


employed shoes in closets; other 
wearable shoes freely given away 
in the guise of charity; and the 
unending spectacle of shoes mis- 
treating feet and ankles are elo- 
quent testimonials to the power of 
the LAST. Every purchaser of 
an ill-fitting pair of shoes is con- 
stantly conscious that he or she 
must search for a LAST. 

“Once there was a pair of shoes 
that were splendid on the feet. 
Who sold them? What kind of a 
last was it? Yes, that’s it! The 
LAST.” 


* * xX 


J ack Rosenbloom, 


of the Schiff Company, Columbus, 

Ohio, remembers the good old 

days of shoe stores with the fol- 

lowing: 

* Do you recall the old-style shoe 
store? 

* The windows were stacked with 

rows of shoes for every member of 

the family. 

Cloth high-top button and lace 

shoes for Mother... . 

Soft, vici kid for Dad... 

Knob-toe button shoes for the fu- 

ture Presidents .. . 

High-top vici kid for the little 

girls .. 

Felt boots, rubber boots and clod- 

hoppers for the man out-doors . . 

The young bloods picked “yaller” 

and patent leather low shows with 

wide silk laces. 

The window was a wall of shoes 

set in steps by glass shelves on 

pedestal . . . the background was 

a maze of twisted tissue crepe paper. 


* 


* * 


* 


* 


* 


* 


THEY MADE 





* To fill up the space overhead, shoes 
were suspended by black thread and 
hung on “bull dogs.” 

* The shoes were made of solid leather 
but the inside was as rough as a 
sailor’s neck. This was the McKay 
era. 

* Three gas-lamps plus whatever day- 
light that crept in served as illumi- 
nation. 

* The seats were high-backs, studded 
with brass tacks and arranged in 
geometrical designs. They curved in 
like a swan’s neck and were as hard 
to sit on as a curbstone. 

* The customers came in like a young 
convention . . . it was a family 
shopping expedition. 

* Styles were limited to sensible broad 
toes and extreme points . . . the 
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plan was either to give comfort or 
crucify the foot. 

A family conference was usually held 
to decide on a pair of shoes at 
$1.98. Mother picked the style and 
Dad twisted and bent the sole to 
test the wearability. 

The store ran one small ad a week, 
costing about three dollars, and a 
Christmas announcement. 

The store opened at seven o'clock, 
rain or shine, and stayed open until 
the saloons closed. 

Shoes were bought from the leading 
jobber on ninety days’ dating .. . 
the salesman was a friend. 

No one knew how to run a shelf 
stock or cared ... stock was kept 
according to sizes. 

All shoes were kept until sold... 
The Boss waited on customers and 
help to dust the shoe boxes with a 
long-handled feather duster. 

The store did most of its business 
on Saturday and after supper. 
Every shoe was inventoried at one 
hundred cents on the dollar. They 
didn’t catch the markdown fever. 
Every year the store made money, 
no one got anything but the Boss. 


* * * 


dd 
"heed Tints” 
are recommended by Margaret 
Hayden Rorke, Managing Direc- 
tor of the Textile Color Card As- 
sociation of the United States, Inc. 

“The smart Mexican motif, 
which will be widely stressed in 
fashion promotions, are Rio Rust 
and Mexicana, lively pottery tones 
typical of that country; intense 
yellowish reds like Tamale Red 
and Tabasco Red; vivid hues of 
bluish cast, as Fiesta Rose and 
Hacienda Red, also Inca Brown, 
a warm rich shade. 

“Tropic Tints” highlight the 
smartest new developments in 
pastel and off-white tones for re- 
sort, cruise and Summer wear. 
Subdued cloudy shades receiving 
high-style emphasis in this collec- 
tion include Aquarelle, the new 
acquamarine tone, Pearlblu, Chalk 
Grey and Ciel Pink. Bird’s Egg 
Blue, Lemontint, Lilyheart and 
Crystal Mauve are clear light 
tones, while Naturelle, Cream 
White and Oyster White repre- 
sent the newest variations of the 
off-white theme. 


* * * 


M. S. Peabody. 
president of the E. E. Taylor 
Corporation, Brockton, says: 
“We find the staple blacks and 


* 


* 


* 


* 


* 


* * 


* 


* 


* 





tans seem to be in the most de- 
mand, with the blacks leading. We 
find a diminishing demand for 
custom-mades. The lighter-weight 
shoe seems to be the tendency. 
The all-white shoe, in all prob- 
ability, will lead the field again 
this Spring, with a decided in- 
crease and interest in the venti- 


lated shoe.” 
x ok Ok 


, Fradkin. 


sales manager, Clark Shoe Co., 
Auburn, Maine, says: 

“We feel that the popular types 
in our line of women’s novelties 
for the months of January and 
February and even up through 
Easter, will be the perforated and 
punched types in oxfords and 
gore (built-up leather heel) step- 
in types styled in scuffed leather. 
We feel that the influence of the 
rounded toe will be felt soon.” 


* * Xx 


N elson P. Trickey, 


sales manager of A. Freedman 
Shoe Company, Brockton, Mass., 
says: 

“Tn our line the black calf ox- 
ford with the narrow custom last 
is the biggest seller. I have noted 
but a little increase in the sale of 
brown shoes. There has been an 
earlier interest in Spring sport 
shoes, by a month, than at any 
other time to my knowledge. 
White shoe sales, this Spring, will 






perhaps be 65 per cent of the 
whole.” * * x 


i D. Cahill, 


president of P. Sullivan Shoe Co., 
Georgetown, Ohio, says: 

“In 1934 stress fit, wear and 
comfort. We devote our entire 
efforts in manufacturing a short, 
but complete line of arch style 
shoes. In our line black kid is by 
far the leading leather, with blues 
and greys in the order named for 
the pre-Easter business. We also 
find that all-white shoes are sell- 
ing in big volume; tie patterns 
with cut-out effects being the best 
seller.” * * x 


i ack Mann, 


sales manager, Ruth Shoe Com- 
pany, Salisbury, Mass., says: 

“The best seller seems to be the 
perforated shoe with buckram; 
and greys will be good for Spring. 
I feel the public is not yet ready 
to pay much more for shoes, hav- 
ing noted a tendency toward the 
buying of cheap shoes.” 


a 


"7 7 

f it is good 
enough for them to make and 
advertise, it is good enough for us 
to sell.” 

C. M. Stendal, Minneapolis, 
Minn., slogans the above, after in- 
specting lines of shoes in New 
York. He carries only “adver- 
tised lines.” 








An eye for the future: “And their shoe size will be the same.” 
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How to Chart a Shoe 


A Graphic Analysis That Tells Things Merchants Should Know 


Wn: 








Fae were several things 
we wanted to know about this store of ours. We wanted to know, 
for example, what were our best-selling styles over a given period. 
We wanted to know whether it paid us to have many of our shoes 
made up or whether to depend on factory in-stock shoes. So we 
made a painstaking analysis in chart form that gave us this informa- 
tion in great detail. 

We carry some 70 styles of men’s shoes. This analysis showed 
that the first 30 styles represent 61 per cent of our total men’s 
Stetson business. This store, by the way, is credited with being the 
best men’s Stetson account in the country. 

The findings represented by this chart are of great benefit in our 
style meetings, as it shows what is selling and why. It is a real 
guide in buying, in all types of advertising, and our display man uses 
it to good advantage. 

Here are some of the things we found out about our business: 
Fourteen per cent of our men’s sales were $6.00, while 86 per cent 
were $8.50 and up. Fifty-two per cent of our men’s shoes were black, 
25 per cent were brown, and 9 per cent were sport types. The men’s 
business ran 64 per cent of the total against 36 per cent of the 
women’s. The women’s business was broken down into three heads, 
“Heels,” “Colors” and “Leathers.” Our women’s prices start 
at $8.50. 

Although we watched our selling records quite closely, this chart 
presented a graphic picture of the preponderance of the in-stock 
styles, both men’s and women’s, which are carried the year around. 
According to this chart, the first four styles, figured from a sales 
angle, come from the in-stock department. The same story is also 
true in the women’s section. 

Attention should be called to the third best-selling line in the 
women’s (1000) and the 34th best-selling line in the men’s (2000). 
These two numbers represent our “hash” or accumulated lots of odds 
and ends. When a line gets down to 10 pairs and less and is not to 
be sized up, it is thrown into the odd-lot section at one common cost. 
The carrying price of women’s shoes is $1.00 a pair, but for the 
men’s it is $4.00 a pair. The men’s shoes do not, of course, have 
the same style hazard as the women’s. Fully 65 per cent of the 
men’s shoes are carried the year around and we are always sizing 


them up. 
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By A. V. HOLBROOK, Jr., Cleveland, Ohio 


These odd-lot sections do not represent as many shoes in stock as one 
would think from looking at the chart. The total section on either side will 
run from 100 to less than 200 pairs. Less than 10 per cent of the women’s 
shoes find their way to the short-line section, while the men’s are consid- 
erably less than half that amount. 

Unless one knows the stock and conditions in the store quite accurately, 
one might be misled by the sales showing of some of the numbers. Some 
styles that are way down in sales are brand new numbers which are proving 
to be exceptionally good sellers. Their apparent poor showing is due 
entirely to the short length of time that they have been in the store. 

Only a comparatively little amount of time and energy is required to keep 
records of this nature. When the results obtained from a study of the charts 
are taken into consideration, the work of preparing the graphs is of small 
moment. It all sifts down to this propositior, when a customer is sitting in 
our store buying a pair of shoes, they want their particular size in their par- 
ticular shoe then and there. Our job is to furnish those shoes. Knowing 
what shoes find a ready sale is of vital importance to a buyer. Our experience 
with sales charts proves that there is quite a difference between what one 
“thinks” sells well, and what really sells well. Having all this information 
charted at the beginning of a buying session, saves a store many headaches 
later on. 


Men’s Prices 





The First 30 Styles Represent 61% of Our Total Men's Stetson Business 


[MAN'S _| 64 % 
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Gay and Glamorous 

Evening Slippers in the 

Spotlight in Chicago 
Stores 


Progress of "Flats" and 
Other New Types of 
Spectator Shoes 


From Hollywood Comes 

News of Open-Toe San- 

dals and informal 
"Slack" Shoes 











BOOT AND SHOE RECORDER, December 23, 1933 


Fashion News Flashes 


fom Chicago 


Chicago—Window displays and Newspaper publicity 
are gay and glamorous these days with new evening slippers. 

At MARSHALL FIELD’S, amid a brilliant gathering, the 
best seller is satin in combination with faille and with brylla, fea- 
tured in black and in white for tinting. The conservative woman 
has her slippers tinted to match her gown, while the individual 
who is out after dramatic effects will select strong contrasts. 

Gold and silver in combinations of the two metals has come 
back in a big way this season, according to reports by this house. 
These make splendid “utility” slippers (if such a word can be 
used for such dainty confections) as they “go with everything.” 
Another in the same class is a neutral paisley effect combined 
with gold or with silver, with colors so soft and adaptable that a 
woman could wear them with a variety of different colored gowns. 
Another model which has been especially successful is the “Poin- 
settia,” so named because the toe is formed by tiny petals which 
converge on the T-strap. 

At WOLOCK AND BAUER’S—a group of beauties in the 
Michigan Avenue window includes all-gold and all-silver sandals ; 
suede counters combined with wide strapping in gold or silver 
(these come in brilliant reds, sharp blues and greens, as well as in 
the pastel shades) ; and some all metal, toeless sandals with wide 
straps crossing over the foot. A black velvet is a headliner. The 
toe is a sun-burst of very narrow gold silver straps, stitched 
on by hand. 

O’CONNOR AND GOLDBERG are giving publicity to a 
group of formal foot-wear which includes some very open sandals. 
One elaborate satin is braided with silver or gold kid; another, 
called “Kerchief,” has two bits of satin tied across the foot in 
kerchief effect, leaving the toe exposed; another toeless model is 
of red, black, or brown, antelope with gold ; white satin with silver, 
or in gold or silver. It consists of a sole with merely three cross 
straps and a back-strap. 

The O-G promotion of “Flats” goes merrily on. You see them 
featured all over the place. To this fashion-alert store goes the 
credit for dramatizing the new vogue for these low-heel shoes for 
general wear. Other people now are picking up the expression 
“Flats”—and as the Spring progresses, it will probably become 
part of the shoe-men’s language. 

From other cities, too, in the Middle West, we get reports of 
lightened interest in all Spectator types for town wear—In cities 
like Detroit, where tweeds and other informal clothes have form- 
erly been of minor interest, there is a growing demand for these 
semi-sports clothes and the shoes that go with them. 

oe oe. 

LOS ANGELES—With the opening of “Roman Scandals,” 
Eddie Cantor’s latest opus, two Hollywood retail shoe establish- 
ments share honors in outfitting many of the performers, the 
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and the Coast 


FRENCH BOOT SHOP alone having supplied 50 
pairs of white satin opera pumps for a fan dance 
number, while this store, as well as the I. MILLER 
Hottywoop Unit, furnished evening sandals of the 
toeless, quarterless, and exaggerated type for this 
million dollar motion picture. The latter, suggestive 
of de luxe mules, are worn in great number by screen 
stars at formal events. 

The informality in attire which pervades the film 
city during the day, contrasted by the very formal 
wear in the evening, brings to mind the word “play- 
clothes” to which Hollywood shoe styles are keyed. 

Under the playclothes heading are two classes of foot- 
wear—first, those for active sportswear at desert re- 
sorts and off the set, a type Hollywood has christened 

[TURN TO PAGE 44, PLEASE] 


The active type of sports shoe featured 
for resort wear by Cline’s French Slip- 
per Shoppe, Hollywood, and worn by 
Dorothy Lee, film player, in bright 
shades of suede leather with crépe sole 
and heel. This model is sponsored by 
Cline for “slacks” and other informal 
attire worn off the set by Hollywood 
motion picture fashionables. 







Joan Crawford, M-G-M_ star, 
sponsors the barefoot, open-toe 
sandal—the “play” slipper worn 
by Hollywood film stars at the 
pre-views and other galas. 





Fashions from the motion picture world are be- 
coming of increasing importance in molding the 
trend of fashionable apparel and footwear. 
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THE SHOE STORE 





A Working Schedule for Busy 


Merchants 








Put your sale windows in 

place today, and use 
“stocky” trims with plenty of 
Clearance cards. Get your sale 
items out on tables inside the 
store, and see that everything 
is ready before you leave to- 
night. Have all salespeople been 
instructed as to sale prices? 


9 If you have some odds and 

ends you want to clean up 
try a “Dollar Table.” Another 
good sale stunt is an automatic 
bargain table where everything 
is reduced 10c. or 15c. each 
day until sold. In fact this stunt 
is a good way to clean out odd 
lots the year around. 


1 You will have to change 

your windows tonight to 
eliminate the sale displays so 
they will not be seen by Sunday 
window shoppers. The trims 
should be smart, style trims, and 
different. Don’t overlook ho- 
siery, slippers and accessories. 





2 What are your plans for 
this first month of the 
New Year? Are you going to 
have a Clearance? If so, why 
not plan it to begin next Satur- 
day and continue through the 
following Saturday. A_ short, 
snappy, well-planned sale will 
get better results than a long 
one that drags and dies! 


A reprint of your Friday 

ad or your Clearance cir- 
cular, mailed to your entire 
list today will reach customers 
on Monday morning and serve 
to remind them that the sale is 
on. This should help business 
during the early part of next 
week. 


1 There should be another 

sale ad in today’s paper. 
Why not run a coupon in the 
ad offering a shoe polishing out- 
fit at a very low price if the 
coupon is presented when a pair 
of shoes are purchased during 
the sale. These little “stunts” 
all help to keep a sale alive! 











3 If you have not already 

checked your stocks to de- 
cide what should go in the 
Clearance Sale then do it today. 
And name prices that will do a 
thorough job of clearing so that 
you can go into the Spring, 
1934, season with a small, clean 
stock. 

















11 Of course you have not 
overlooked having the 
salesmen use the phone to reach 
customers they think may be 
interested in particular Clear- 
ance offerings. Have you fill-in 
goods on the way so you won't 
have “outs” next week? Plan 
an effective “Last Call” ad for 
Friday morning’s papers. 


1 Have you given sober 

thought to the new sea- 
son ahead? The outlook for 
business is distinctly brighter. 
It will be brightest for those 
stores that have the RIGHT 
goods at RIGHT prices. Are you 
absolutely sure that your Spring, 
1934, line is going to be RIGHT? 


Has your Clearance circu- 

lar or newspaper ad been 
sent to the printer? There is 
very little time left! Are you 
going to use some special Clear- 
ance price cards and ‘vindow 
cards? They help give the store 
that “saley” atmosphere. Check 
ad copy for Friday’s papers. 


Your sale windows will 

probably need some rear- 
rangement today. Bring to the 
front the numbers you are most 
anxious to sell. Stocks should 
also be thoroughly checked to- 
day, to see just where you stand 
after the first big day of your 
Clearance Sale. 


12 Run a big, sensational ad 
announcing that tomor- 
row is the last day of your sale. 
Adjust prices on any slow sellers 
you would like to clean up to- 
morrow. Your windows will 
probably need some rearrange- 
ment today too to get them in 
tune with your ad. 


1 One of the surest ways 
to profit in 1934 is to 
have a stock control system that 


keeps you informed every day 


as to just where you stand. You 
don’t need an expensive or com- 
plicated system but you do need 
one that WORKS! Are you 
satisfied with your present one? 


Start 1934 With a Firm Resolve to Make 
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1933 





FOR ¢ ¢ * 
JANUARY 





To Produce More Profit Through Planning 





1 During this “between 

seasons” period too 
many merchants make no effort 
to keep their stores interesting 
and attractive. It’s remarkable 
what a few window back- 
grounds, an attractive interior 
display or two and some new dis- 
play cards can do to liven things 
up! 











2 Is there good ice-skating 

in your town? One store 
in Michigan makes quite a hit 
every winter by advertising fre- 
quently that skates will be 
sharpened free when a shoe pur- 
chase is made in the store. And 
do you sell shoe skates? If not, 
WHY NOT? 


2 Time to rearrange your 

window displays again. 
If you have any new styles play 
them up prominently as Ad- 
vance Spring Styles. There are 
always some women who like 
to be ahead of the season and 
a little emphasis on the new 
will appeal to them. 





1 During the winter 

months it is particularly 
important to check your store 
for Fire hazards regularly. Bet- 
ter do it today. Have you a 
particularly good Hosiery value? 
Why not send out a mailing 
card to your customer list tell- 
ing them all about it? 


. 


2 2 Change your window dis- 
plays today, even though 
you don’t have much that is 
NEW to put in them. You can 
always rearrange them, put in 
new talking display cards and 
possibly put in something of 
local interest that will attracf 
the attention of passers-by. 


2 What are you going to 

advertise for Saturday? 
There should be a leader or two 
and how about a children’s shoe 
ad? Isn’t it about time for one? 
How about the lights in your 
windows and store? Are any of 
them out, or dim, and in need 
of replacing? 


30 Have you checked over 
your mailing list recently? 
Now would be a good time to 
do this so that you can be sure 
all the dead names are elim- 
inated and the new customers 
names added before you begin 
to make active use of the list 
in your Spring advertising. 








19 A moderately sized ad 
on Winter Footwear 
Styles will help tomorrow’s 
business. If you sent out the 
mailing card on hosiery be sure 
to play up the same value 
prominently in your ad, and then 
back this up with a good win- 
dow and a table display right up 
front. 


2 Price cards and display 

cards are quite an item 
of expense in the course of a 
year. Do you save yours and 
use them over and over? You 
can, if you'll build a simple 
rack in your stockroom in which 
to file them. Place a curtain 
over it to keep out dust. 


27 Spring hosiery shades 
have been announced. 
Do you know what they are? 
And have you placed your 
orders? Some very interesting 
window displays and ads can be 
arranged a little later based on 
the new Spring shades. Why 
not plan to have some of these. 


31 Today ends the first 
month of 1934. Are you 
satisfied with the progress you 
have made? As you make your 
plans for February today give 
sober thought to the possible 
things you can do to make it the 
best February in years. Jot them 
down—and then DO them! 
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20 How long since you have 
given an extra pair of 
shoe laces, or a card good for 
half a dozen free shines with 
each purchase? This is always 
a good-will builder and is a good 
Saturday “stunt.” Try it today 
—or do something else equally 
good. 


2 It is not too early to be- 

gin thinking about your 
Spring window and interior 
trims. With the prospects good 
for Spring business it is up to 
you to make your store so in- 
teresting and inviting that you'll 
get your FULL share. Display 
will do it! 
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OF SHOES 
PAGE 
WEDNESDAY 
RECORD 











TEASER ADS 


Teaser ads to use for several days 
prior to the sale announcement. 
Use also when the onnouncement 
appears; with an arrow to point 
towards page 5—in place of 
“Wednesday Record.” 










Have your en- 
graver reproduce 
figure at left 
same size for 
postcard. 
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Here's a Sale 


By R. E. ANDRUSS 


This campaign has the three essentials 
of good sale advertising—attention value, continuity and sincerity. 
The teaser ads should be run for several days prior to the sale an- 
nouncement. When the ad appears, use the teaser ad on different pages, 
with arrows in place of ““Wednesday Record” to call attention to the ad. 
The date and the name of the paper should be changed to meet require- 
ments, 
Nine days beginning on a Thursday is suggested for the length of 
the sale. Follow-up ads can include a line “Friday—second day” and 
so on, thus emphasizing’ the sale period. 
A man in costume can be used as an advance publicity stunt. He 
can have cards, or a small sign reading the same as the teaser ad copy. 
During the sale he can attach cards to parked cars reading “DON’T 
GO HOME —until you have seen the show savings in (store name) 
clearance sale.” Cards with a similar message could be distributed to 
pedestrians. 
A drawing contest for children, giving small prizes for the best 
drawing of the genial “Town Crier,” could be used. 
An advance notice to customers should be used; a postal card is 
suggested. This can be changed to “advance sale for customers” on 
the Tuesday and Wednesday before the sale starts. | 
During the second week, customers should receive a “reminder post 
card” telling them to come in before the sale ends on Saturday. The 
teaser ad layout could also be used, with the message, “(Store name) 
clearance sale of shoes ends Saturday night—don’t miss it.” 


A COMPELLING DISPLAY IDEA 


A full sheet of compoboard is mounted on a frame for stability, 
and painted white. “Clearance Sale” is lettered in red; the 
dividing lines for the one foot squares are blue. The “Town 
Crier” is a painted cutout. One shoe, with a brief description 
and price is shown in each square. Heels, hooked over short 
nails hold the shoes in place. 
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that Will ede pee ry 


NEWSPAPER ADVERTISING 


The announcement ad below is 5 columns, 15 inches. 
The introductory copy may read: 


No one who knows the quality and comfort of (store name) 
shoes will miss this opportunity for substantial savings. 
Every pair of shoes included in this sale is from our own 
regular stock, and guaranteed as fully as though you paid 
the original price. 

While the greatest savings offered are on novelty styles and 
broken sizes, there are worth-while economies in even our 
staple styles, for the sale is store-wide. 

Shoes for everyone—men, women and children, are in- 
cluded. You can save many dollars by supplying the foot- 
wear needs of your whole family during this Nine Day 











Clearance Sale 


of Good Shoes for Men,Women & Children 








































































Clearance. 
9 DAYS 
Beginning Tomorrow 
THURSDAY 
JANUARY 11 
‘Follow-up ads should follow the same layout for continuity. unas : © ae 
Be sure to give good, clear, merchandise descriptions. Have your engraver reproduce above illustration same size 


for newspaper ad. 


SHOWCARDS, PRICE TICKETS 


The “Town Crier” illustration with 
the words “Clearance Sale” printed 
in blue on a white card, will make a 
good showcard design. The small 
cut in the teaser ad is good for price 
tickets. Blue and white makes a good 
color combination for sale decorations 
in the window and in the store. 
















page 5 of Wednesday's 























































































































Here are just a few of the Values inthis Sale sty Malet for BIG NEWS 
Cs (—=S es ToOur Costene. o 
‘ \ SEE Record will the 
WOMEN'S SHOES © MEN'S SHOES CHILDRENS SHOES | DAY CLEARANCE SALE of SHORS: ony 
COPY begins Thursday morning,( Date) at 9. 
E We're telling you because we want 
00 oo 00 ABOVE a; share the savings on SHOES for all your oni mily. 
HearYel STORE NAME HERE 
=== oo ——Oo0O0 
POSTAL CARD ADVANCE 
oo 00 ——O00 NOTICE TO CUSTOMERS 
The advance notice to customers is an im- 
portant part of a sale campaign. Don’t 
——_o00 —00 ——O00 neglect it. If you want to hold a “cus- 
9 DAYS tomers Advance Sale” use those words in 
a place of Here’s the BIG NEWS OF 
ne A | Soe —— BEGINNING TOMORROW SHOES on the post card. In the oblong 
— THURSDAY space use the message “Tuesday and Wed- 
JANUARY 11 nesday, December 9 and 10, our regular 
prerears customers will be given first. choice before 
HOURS our clearance sale of shoes starts Thursday 
toreNameflere *::* | “3 
6PM 


“PLEASE PRESENT THIS CARD 
WHEN PURCHASE IS MADE!” 
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THE EDITOR'S OUTLOOK 


_ December 23, 1933 


CHEZ lle. livens 


Editor 


Copyright, 1933, Boot and Shoe Recorder Publishing Company, New York 











The “Uptown Low-down” on Clearances 


This “uptown low-down” 
on clearances has the makings of merchandising his- 
tory in America. Let’s tell you an amazing story 
which points the way to a significant change in prac- 
tices and policies in merchandising goods under the 
clearance system. 

A Fifth Avenue shop decided to liquidate the en- 
tire contents of that shop—the merchandise was sold 
to another store which had in mind an old-fashioned 
liquidation sale right at the height of the Fall selling 
season. Now, it happens that some 275 merchants 
north of 42nd Street recently formed the Uptown 
Retail Guild. These merchants agreed to work co- 
operatively in maintaining fair business practices. 

They had ambitions of prolonging their Fall sell- 
ing season and postponing cut prices on style mer- 
chandise until after a given date through a Guild 
agreement. 

The Guild discovered that the liquidation sale was 
not in time, nor in tune, with the spirit of the day. 
A retail code had been written which emphasizes the 
fact that misrepresentation was forbidden. The exact 
words are: “No retailer shall use advertising, whether 
printed, radio, or display, or of any other nature, 
which is inaccurate in any particular or misrepresents 
merchandise—and no retailer shall use advertising 
and/or selling methods which tend to deceive or 
mislead the customer.” 

The liquidation sale was to be enlarged to include 
not only the quality merchandise of the original stock 
but some new purchases and some old stock from the 
operator’s own store. In fact, the plans for the sale 
had progressed to a point where thousands of invita- 
tions had been printed in announcement of a private 
sale. These were ready for the mailing when the 
Uptown Retail Guild stepped into action. 

They first “persuaded” operators of the liquidation 
sale to postpone the event. Then through an inter- 
pretation of the NRA code, the operator was made to 
identify all goods offered for sale by different price 
tickets. One color to represent the original stock; 


another to represent new purchase stock and still an- 
other to represent the stock transferred from the 
operator’s store. 

The moral force of the Guild and its 275 cooperat- 
ing stores prevented a clearance and a practice ani- 
archistic to today’s new rules for retailing. 

If this sale had been held without these controls, 
the deluge of cut-price selling would have demoralized 
an entire season. 

But the laws and agreements held firm. 

Prior to 1933, such built-up sales were considered 
commercially honest and were given the sanction of 
custom. But today, and from now on; any merchant 
anywhere, and any group of merchants anywhere, 
have the power within their hands to make more 
orderly the business of the community, even though 
liquidation itself might seem to be a means of jump- 
ing the barriers. 


No one experience in retailing in years has put 
more courage and hope into the retail fraternity. 
Groups of merchants can now get together and 
largely control the circumstances of each season. 
They can act in unison even to the point of setting 
the date of private sales and the follow-up sales to 
the general public. 


The National Retail Code Authority, with the ap- 
proval of the NRA, now issues the following inter- 
pretation of the code of fair competition for the retail 
trade: 


“Paragraph A of section 1 under article IX, of the code 
of fair competition for the retail trade shall be interpreted 
to apply to closing out sales, going out of business sales, bank- 
rupt and receivers sales or any sale of a like nature, either by 
auction or otherwise, and it shall be considered as false, in- 
accurate and misleading advertising and a violation of the 
code, if any merchandise whatever, except such as may be 
in transit, on order, or under firm contract, be added to the 
stock of merchandise which is on hand at the beginning of 
such sales.” 


This first great test of guild agreement and code 
control is indeed a victory for the right. 
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Clearance sale windows can be attractive from a style angle too, and they should have this element of style appeal, especially if they are 

women’s shoe windows. This interesting window by Stern Brothers, New York, with its illuminated display boxes, has a double-barreled selling 

power far more effective than the window that merely shouts its story of prices slashed in sale time. Observe the fashion touch imparted 
by the clever use of millinery and accessories to go with the shoes. 


Tell a Style Story in January 


Sale Windows 


Window displays promise to play 
a dominant part in 1934 shoe selling—and 1934, 
whether it brings prosperity or no, is just around the 
corner. So it’s high time you were asking yourself 
“What sort of a story will I tell my customers through 
my windows after January Ist?” That’s a question 
that calls for some mighty serious thinking on the 
part of the shoe store owner, and for some heart-to- 
heart conversation between the proprietor and the 
fellow who’s responsible for the windows. The sooner 
the conversation takes place the better for your Jan- 
uary balance sheet. 
Window displays were always important, but we 


think they will be specially’ so. next year for two- 


reasons. First; because more ‘people:are going to” be 


in the market for shoes next. year. - Millions more’ 


1934 Customers Must Be Shown 
the Use of Shoes and Displays 
Must Be Attractive 


prospective customers willing to be sold. Second,. 


because these people, who have been out of the mar- 
ket, or drifting around from store to store as occa- 
sional customers, will be looking for buying sources 
where they can spend their new-found dollars to the 
best advantage. Not looking for the cheapest shoes, 
necessarily, but eager to make their money buy: the 
things they’ve wanted but haven’t. been able to pro- 
cure. They’re going to be hard buyers, these new 
1934 customers. .They’ll be from Missouri, most of 


them, demanding. to be shown. Your windows are the. 


best place, the only place to show them shoes. 

Selling is going back to a pretty practical, funda- 
mental basis in 1934, Ballyhoo, exaggeration, over- 
statement or positive misstatement of facts, goes out 
of the window. The: retail ‘codé has seen ‘to that. 
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better. 


or, with a change of wording, for the first advance showing of early Spring styles. 
Or the design and letters can be simply painted on the panel by any good sign painter. 


board, placed against a quarter circle panel. 
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Your new shoes look more smart and attractive if shown in a new setting, and if this is in the modern decorative treatment, so much the 
Here is a January window background and treatment in the modern spirit that will serve equally well for Winter types of shoes 


The curved cut-out wording is jig-sawed out of wall 


The curved platforms at the right harmonize with this panel. The other half of the window is in triangular decorative treatment with 
triangular shelves. Wallboard and paint are all that is needed to make this setting. Black and white may be used or a combination of warm 
tones, such as reds, orange, and browns. 


Even if it wasn’t forbidden by the code, it would still 
be out. The public is pretty well fed up on ballyhoo. 
It doesn’t click like it did. People know prices are 
advancing. They expect to pay more. They’re not 
particularly keen about it but they will go along with 
you if you are reasonable and if you can show them 
the kind of shoes they want to buy. Again your 
windows are the place to show them. 

What sort of windows then, to start the New Year 
off to a flying start in January? Smart windows, 
certainly, to harmonize with the prevailing spirit of 
gaiety in manners and elegance in modes. But win- 
dows keyed to selling, remembering always that cus- 
tomers of today demand to see merchandise, to com- 
pare styles and values, before they buy. Show them 
plenty of shoes, but show them attractively, against 
an interesting background, linked up with a real sell- 
ing idea. What, then, are the sales ideas for the 


month of January? 

First, let’s start right after Christmas and put in a 
window of formal evening footwear to fit in with the 
gaiety and the formality of this New Year’s Eve. 
From all indications it promises to be a large and 





interesting evening, with the smart and near smart 
all stepping out to celebrate the end of the prohibition 
that so long has cramped the style of those who are 
socially important and those who think they are. Rai- 
ment will be rich and costly and shoes will take the 
obvious cue from costumes. Even those who spend 
the evening circumspectly will be affected by the 
exuberance of the occasion to the extent that they will 
wish to reflect something of the new elegance. So it’s 
an excellent opportunity to promote the season’s 
dazzling styles in dancing pumps, operas and formal 
evening footwear. 

Play up the theme of evening elegance in your 
window background with some such slogan as “Tip- 
toe Gaily into 1934 in (STORE NAME) Dancing 
Shoes.” If you use the modernistic style of window, 
have an artist sketch a figure in evening costume in 
colored crayon or water color on a sheet of wall-board 
painted in a soft pastel shade, such as rose, yellow, 
green or lavendar. An evening wrap, draped care- 
lessly over a chair or display stand will contribute the 
atmosphere of formal elegance. Or if you are show- 

[TURN TO PAGE 32, PLEASE| 
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New Problems of Retailing 


on Program 
at St. Louis 


p lans for the business sessions 
of the N.S.R.A. convention to be held in St. Louis, 
Jan. 7, 8, 9, and 10 are rapidly being completed, with 
most of the discussions and clinics being developed 
around business problems arising under the NRA 
retail code. 

In a poll of merchants, department store buyers ; in 
fact, in every distributive branch of shoe retailing, 
emphasis is being placed upon this important topic 
as being one of importance. 

Many merchants, both large and small, have been 

unable to overcome the increased burdens placed on 
retail shoe store operations, with shorter hours and 
minimum wages. In an effort to maintain volume and 
earn a profit on.the merchandise sold, many sugges- 
tions have been advanced in the hope that some 
practical method would combat the inevitable drop- 
ping sales of each salesman, due to serving less cus- 
tomers, in the shorter work week. 
_ Increased expenses in store operations is not the 
sole obstacle placed in the path of the retail shoe 
merchant since the NRA has gone into effect. Its 
regulations have imposed further hardships in main- 
taining volume. 

Increased costs of both raw materials and rising 
labor scales obviously have increased the price of 
shoes. The merchant has been compelled to pay the 
price asked for footwear, which in turn the manu- 
facturer was forced to charge because of the rise in 
commodities and labor advances. 

The customer, however, has in many instances 
balked the nominal rise which the merchant has 
charged. 

These are only a few of the business difficulties 
with which every individual merchant is struggling. 
What to do about them remains unanswered to thou- 
sands of retailers throughout the country. Collec- 
tive thinking, when contributed by the keenest minds 
in the trade, is always condusive of clear and practical 
planning. The experiences of one merchant, matched 
with the trial and error method of another, when 
brought together. produce in a majority of ‘cases a 
solution, clarifying a befuddled situation. It is not 


Vital Topics of Management and Oper- 
ation, of Immediate Interest to Every 
Merchant, on Program for Convention 


necessary to dwell at length on why a majority of the 
business sessions will be devoted to this new merchan- 
dising practice, changing store operations, most as- 
suredly will have an effect on sales volume and profits. 

From the administration in Washington it is hoped 
the convention will attract a distinguished official. 
From him the convention will hear the course busi- 
ness is expected to follow under its self-imposed 
regulations. 

This will not be the entire picture on the program, 
however. From the merchant’s viewpoint will be the 
practical side of the experiment. 


New angles interesting to every 
merchant and enlightenment as to what can be done 
and what should be avoided under the retail code 
regulations, will have tremendous interest for those 
attending the convention. 

Never in many seasons has it been so important for 
a merchant to be sure about his shoe values. 

The confusing price situation demands that he 
buy his shoes to remain competitive with other stores. 
He will be forced to meet intense competition, but 
this need not place any restriction on his business, 
provided his shoes have been bought so that he can 
offer to his customers the best possible values. A 
study of lines, grades, and styles cannot be complete 
when only a few lines a week are seen. To investi- 
gate and appraise shoe values, numerous lines from 
all markets and makers must be analyzed. 

During the N.S.R.A. convention this will be pos- 
sible. A shoe man can, in one trip to St. Louis in a 
four-day period, complete his entire buying needs for 
Spring. The leaders in the shoe industry have al- 
ready signed up to display their lines. Over 235 
manufacturers from every important market, dis- 
playing men’s, women’s, and children’s shoes, using 
all processes of manufacturing, will spread an array 
of Spring footwear impossible to be seen in any 
market in the world. 

One economical buy, one smart pattern, one new 

_ [TURN TO PAGE 44, PLEASE] 
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, six thousand managers 
and ten times that number of men and women selling 
shoes have asked themselves the question, ““What does 
the NRA mean to me?” 

By no means posing as a self-appointed spokesman, 
and viewing the matter from the limits of my own 
job and observation, I believe that the retail code, as 
worked out under the NRA, means the greatest op- 
portunity that we on the selling floor of the shoe stores 
of America ever had. It means that more emphasis 
will be placed on selling than has been for a long, 
long while. 

New prices have to be sold, Mr. Salesman! The 
average customer knows prices are going up, yet he 
does not like the idea. The boss knows that only too 
well, so to make the job of getting the additional price 
as painless as possible, he will introduce new lines. 
To sell those lines in quantity will take salesmanship. 

Even the chain ten-cent stores are proceeding along 
this precise thinking. The automaton type of sales- 
person is being replaced by one with selling ability. 
She will have a sales job to do and not one of just 
ringing up the dimes. 

There are not so many extra dollars per capita that 
can be spent for shoes, even if there are more people 
with money to spend, so our job resolves itself into 
one of doing better selling. You want more money. 
I want more money. The only way we can get more 
shoe money is through selling more of the company’s 
shoes at today’s prices. That’s how we can all raise 
our salaries. 

You must feel deep down in your heart that you 
are selling the best shoes in town at the price; the 
best styles ; the best fitting, ete. For example, did you 
ever notice how a particular salesman will take a per- 
sonal liking to some particular shoe and how he will 
sell it? If you like a thing, the easiest thing in the 
world is to make someone else like it. If you don’t 
have that personal liking for the shoes you are sell- 
ing, you afe trying to win the race running back- 
wards, when all the rest are dashing along head first. 
Don’t be afraid to tell your customer the new 
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WE DO OUR PART 


the Shoe Salesman 


By GEORGE G. BOYLE 


and advanced price. If you show fear and weakness, 
he will think your prices are that way. 

Show your customers what you have in those shoe 
boxes. He hasn’t the least idea other than that the 
store is filled with a lot of boxes. You can often get 
that much-talked-of extra pair by showing him a few 
extra pairs. The day of buying what you need is over. 
We are going back to the days when people buy what 
they like, whether you have to have it or not. People 
want more nice things and don’t want to be treated 
as though they buy only because the old ones are 
worn out. Treat them as though they would buy ten 
pairs if they pleased them and they will be more 
likely to buy at least half that number. 


— often use the 
salesman’s appearance as a guide for their purchase. 
It speaks well of a pair of shoes if the salesman wears 
them himself and keeps them looking good. We have 
tried this out and know it works. For example, if the 
salesmen all wear spats, the sales on this item will 
increase. If they are not worn, the sales will de- 
crease at once. This just proves the public will follow 
the crowd. 

Make your store look busy. Did you ever see a 
crowd begin to gather and observe how others will 
stop to see what is happening? If you can use some- 
thing to bring customers into your store, other cus- 
tomers will begin to wonder why your store is always 
busy. I think the coldest thing in the world is an 
empty store, with a lot of salesmen standing around. 
If you can’t help this condition, at least keep some of 
your men out of sight or in small groups where they 
cannot all be seen at once. 

Did you ever notice how much harder your cus- 
tomer is to sell when he happens to be the only one 
in the store? This same man isn’t half as hard to 


please if you are busy. So get them in no matter how 
small an item you can sell. Give something away if 
necessary to draw a crowd, if it is only a hockey 
or basketball schedule. 
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too cash prizes 
a week result in many extra sales 
of galoshes in the Rich shoe store 
in Washington, D. C., so Herbert 
J. Rich tells me. His is a simple 
little plan, which goes back to the 
idea that the way to hold the in- 
terest of a sales force is for them 
to have some tangible returns, as 
a result of their efforts. These cash 
prizes go to the salesperson selling 
the most galoshes with shoes dur- 
ing the current week. A credit of 
one point is given for each pair of 
galoshes sold with shoes. No credit 
is given for the customer who 
comes off the street. Galosh sales 
since Nov. 1 have shown whole- 
some increase. 





The shine boy 
at the B. R. Baker Co., Cleveland, 
has been instructed to discourage 
the dyeing of shoes. This young 
man suggests, instead, that the 
customer’s shoes are worthy of 
holding over to another season. 
Such advice has often resulted in 
the purchase of a new pair and the 
store has benefited thereby. The 
shine boy also suggests shoe bags 
for the storage of their footwear 
which again has aided the work of 
the regular sales force in pushing 
such items. 

According to Manager O. A. 


Kohl, salesmen were placed on a 
shoe tree quota a short time ago 
after haphazard selling methods 
and, as a result, the store averages 
130 pairs of shoe trees at a dollar 
a pair each month. Now the store 
orders them by the hundred in- 
stead of by the dozen as formerly. 





Repeat business on 
standard numbers is gone after at 
the men’s shoe department of the 
Denver May Co. through tele- 
plone solicitation. 

When a man buys a pair of 
shoes of standard style and color, 
his size and date of purchase is 
recorded. The salesman then fig- 
ures out approximately how long 
that pair of shoes should wear, 
and dates up a card reminding him 
to call the customer at the time 
when he is likely to need a new 
pair. 

In telephoning a customer, the 
salesman inquires if the last pair 
of shoes have given satisfaction, 
and asks if the order can be du- 
plicated. This effort yields a high 
average of returns, according to 
assistant buyer M. R. Meyer. 

“It is usually possible when sell- 
ing a man to determine whether 
or not he is the type who wears 
the same thing time after time,” 
Meyer said: “These are the people 


we go after most consistently, but 
we also do a good deal of calling 
to customers who want to keep 
up with style trends. While the 
follow-up work is effective, we 
find it necessary to be careful 
about calling a man too often. 
There is a danger of creating ill 
will if you bother a man when he 
is busy. The women’s department 
salesmen don’t find it necessary to 
be so careful. They do a great 
deal of calling all through the 


” 


year. 





Whe would ever think 


of sending powder puffs to men 
school teachers? By not doing so, 
L. E. Weaver, who is shoe buyer 
for Zollinger-Harned Co., got him- 
self almost in Dutch in that Dutch 
town of Allentown, Pa. It seems 
that he sent powder puffs to all 
the women school teachers together 
with a nice little note saying the 
puffs were with the store’s compli- 
ments. These letters were not 
mailed, but personally addressed to. 
each teacher, then taken to the in- 
dividual school where they were 
placed in the teacher’s mail box. 
Right after the distribution came 
a phone call from the principal of 
the high school to Weaver, saying 
that he had made a big mistake. 
“Why hadn’t the men teachers been, 
included in this distribution ?” was. 








lia Bes irk eta 























asked. Certainly they would not use 
the puffs, but their wives would, 
consequently a new lot was imme- 
diately put in circulation. 





Md 

A little extra service 
when changing spikes on golf 
shoes binds golfers more closely 
to a store than any plan we have 
tried,” says H. D. French, man- 
ager of the French, Shriner and 
Urner shoe store, Los Angeles. 

“When we change the spikes 
(a job which in itself is a good 
business builder) we always sew 
up any slight rip, put in new heel 
pads, put in new laces, and oil 
with penetrating oil. Usually also 
we waterproof the shoes that need 
it. We do not mention these things 
abruptly when wrapping the shoes 
but we do, as if incidentally, have 
the customer realize that these de- 
tails have been attended to. 

“Little attentions like these 
create a great deal of person-to- 
person advertising, and bring us 
customers from all parts of the 
metropolitan area. Incidentally, in 
addition to selling shoes the plan 
sells a great deal of waterproofing. 

“We always have a more or less 
segregated showing of golf shoes 
in the window and always stress 
in the window the spike changing 
feature. 

“We frequently are told that 
we ‘spoil our customers,’ and our 
reply is, ‘We know we do, but 
it pays to spoil them!’ ” 





Sales people 
in the shoe department at Marshall 
Field & Company’s Store for Men 
are instructed not to over-sell cus- 
tomers. To persuade a man 
through smart sales talk to buy 
more than he wants or needs in 
order to make an “extra sale” is 
not considered good business here, 
but only results in a flood of “re- 
turns,” according to W. T. Gable, 
men’s shoe buyer for this great 
Chicago store. 

On the other hand every effort 
is made to increase a customer’s 
interest in shoes and accessories by 
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“atmosphere” and by “suggestive 
silent selling.” This is part of what 
might be called an educational pro- 
gram to make men more shoe con- 
scious. When publicity, either 
newspaper advertising or window 
display has brought a customer into 
a store what is the retailer going to 
do about it? Sell him a shoe and 
hustle him out as quickly as pos- 
sible? In this department every ef- 
fort is made to give him something 
worth while to look at which will 
lift his standard of shoe knowl- 
edge and make him shoe conscious. 
It invites him to stay and inspect. 

Sometimes this is accomplished 
by a “psychological tie-up.” For 
instance, in one of the display cases 
facing the elevators are some 
placards designed in excellent 
taste, which emphasize the care 
with which custom shoes are made. 
A cut of a cobbler at his job sug- 
gests the painstaking care and 
thought which go into the making 
of a quality shoe. A handsome pair 
of custom made shoes is an object 
lesson. A few well selected shoe 
laces, one box of shoe cream and 
a leather kit for valet service are 
splendid “‘tie-ups” in this case and 
are silently persuasive of the fact 
that a first-class shoe demands 
first-class treatment. 

Another display case, also op- 
posite the elevator, attracts the eye 
by its display of riding boots 
flanked by many riding gadgets, 
fascinating to the man who rides 
and at least of passing interest to 
any man. 

Displays are often arranged with 
the endeavor of coaxing the visitor 
to the department to ask questions, 
which furnishes the sales people 
oral opportunity for stimulating 
shoe interest. There is always a 
chance to sell a man an extra item 
when customer appeal is studied, 
according to Mr. Gable. 


MS 


The Season's 
Greetings 
to all my good friends 
who have been good enough 
to send in O.P.I.'s. 
And to you who have read 
them. 


ae 
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No summer shoe sale 
was held in Red Bank, N. J., this 
past summer until August. The re- 
sult of this noble experiment was 
so successful that further city wide 
cooperation will be practiced. This 
“No Sale in July” policy all came 
about through the “visiting about” 
of one retail shoe man (John B. 
Allen, to be exact), who could see 
no sense or cents in trying to oper- 
ate shoe stores at a profit when 
sales are run during four of the 
natural buying months of the year. 

This no sale program made just 
the difference in Red Bank be- 
tween running shoe stores at a loss 
and running at a profit, during the 
month of July. Allen seemed to 
just rebel against the thought of 
doing business at a loss, so he set 
out to enlist the other shoe men to 
his way of thinking. It did not take 
a great deal of talking to get all 
the other men to fall in line. Those 
people who always try to beat the 
game by waiting for July sales as 
a time to buy their summer shoes 
were forced to pay full price. All 
in all the results obtained fore- 
shadow a similar agreement for the 
coming season. 





There's a traffic cop 
on duty at the crossing in front of 
the Newark, N. J., City Hall who 
knows every man, woman and 
child who crosses the street, even 
occasionally. The other day he 
dropped into the Enna Jettick 
shoe store during his relief, and 
asked Maurice King why his heels 
were so sore. Of course this store 
only sells women’s shoes, but this 
cop figured rightly that King 
might suggest something so that 
he would be more comfortable. 
It was a simple matter to cut out 
some heel pads from the surgical 
felt roll, and to dig out so that the 
heel bone would rest easily. Grati- 
tude for this simple remedy has 
been daily expressed by the send- 
ing in to King of any and all foot 
sufferers which came under the 
attention of this cop. 
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QUESTION—What causes sores 
to appear on the heels thru chafing 
or rubbing at counters? How can 
this be corrected after shoes have 
been worn? Has the height of the 
heel anything to do with it? 

J. A., YOUNGSTOWN. 


ANSWER: Any shoe that fits 
snugly on the foot leaves little room 
for friction. Except in the rare case 
of the woman who had worn nothing 
but excessively high heels, for a long 
period and now attempts to go to the 
other extreme. It is caused by loose 
fitting shoes. The height of the heels 
has nothing to do with chafing. 

Experience has taught to recom- 
mend making the heel fitting more 
snug. On pumps or low cut ties (2 
or 3 eyelets) it is well to have the 
shoe “rebeund” around the quarter 
with tape. 

A good repair man can take in as 
much as % of an inch. On oxfords 
of 5 or 6 eyelets, the lace stays can 
be reduced. This must be done by a 
fitter, not a mere cobbler, and is ac- 
complished by cutting down the lace 
stay, just back of the eyelets, and a 
sufficient amount of excess leather 
cut from the quarters. 

Sometime a % inch off each side 
at top. graduated to 1/16 inch at the 
bottom. Lace stays have been re- 
duced in cases where the instep was 
exceptionally low to the extent of 
¥% of an inch on each side at top, 
graduated to % or % at the bottom. 
On Bal types of oxfords or high 
shoes, take off as little as possible at 
the throat. 

The above analyzed cause and 
remedy has reference to women’s 
shoes :—In the case of men’s shoes, 
chafing at the heel is more prevalent 
in shoes of sizes 9% and up, than 
in the smaller sizes. And, for a rea- 
son that many manufacturers have 
given little or no thought to —the 
Height of the Heel. 

To this observer, the same atten- 
tion to relative heights of heels as 
applied to the manufacturer of good 
women’s shoes, should also apply to 
men’s shoes. We refer to the “Grad- 


—— 


Many questions relative to the science of 
expert shoe fitting come to the Recorder. 
A few recently received are given, together 
with the reply suggested by an able retail 
shoeman. 

The Recorder welcomes such questions, 
and will endeavor to furnish logical and 
satisfactory answers, so far as possible. 

We invite criticism of our solutions. We 
do not pretend to infallibility although we 
attempt to bring to the solution of each 
problem the experience of eighteen fairly 
successful years in the shoe business. Dis- 
cussion, criticism and suggestions will help 
as much as questions to make The Fitting 
Rule, the Open Forum of the Fitting Stool. 





uated” heights of heels, wherein, a 
4 B shoe carrying a 14/8 heel, when 
compared to a size 7% or 8 B—the 
heel will be found to be higher by al- 
most % inch, in the longer size shoe. 

Men who wear size 10 or 11 take 
longer strides (on the average) 
than those wearing 7 or 8. In the 
case of the small size, the ball of the 
foot is reached more readily, and 
the pressure at the back of the heel 
is not nearly as great as on the 
larger sizes over size 9%. In the 
case of the bigger shoe, with the 
same heel height as a shoe several 
sizes smaller, the base of the heel 
(extreme) back part, is pounded more 
readily, and pressure on the back of 
the heel will cause friction or chaf- 
ing. This is easily .remedied by 
raising the heel about % inch. 

This is not a theory. It has been 
proved in many cases. 





Send Your 
Fitting Problems 
To The 
Recorder For 
Solution 








QUESTION — What method 
would you suggest in handling com- 
plaints? 

A. R. Y., San ANTONIO 


ANSWER: The following opin- 
ions are composite as expressed by 
the Metropolitan Retail Stores Ad- 
justers Assn. of New York City: 

“In the first place, the greatest ef- 
fort must be made to see that the 
salesperson measures the person’s 
foot correctly before fitting and that 
the salesperson explains to the cus- 
tomer that no matter how carefully 
the shoe is measured, the customer is 
the only one to know whether the 
shoe fits properly or not. She should 
be urged to stand up and walk 
around the department in the shoe 
before making her purchase. 

“Where shoes are returned by cus- 
tomers who claim poor fit, every ef- 
fort is made to ease the shoe to the 
customer’s size or foot peculiarities, 
to re-lasting, or, if necessary, return- 
ing the shoe to the manufacturer for 
alteration. 

“Where such attempts have proven 
unsuccessful, the shoes are replaced 
with a new pair or an allowance 
made, the customer keeping her orig- 
inal purchase. 

“Heel breakage and similar dam- 
ages caused by the customer’s care- 
lessness are sometimes repaired gra- 
tis and sometimes charged for, de- 
pending upon the judgment of the 


adjuster in dealing with the individu- — 


al customer. 

“Mr. Y’s paragraph ‘What method 
would you suggest in eliminating a 
lot of returns of damaged shoes to 
stores?’ is somewhat ambiguous. The 
answer to it may be found above but 
if referred to shoes received dam- 
aged by the customer, of course, re- 
placements are made at once. 

“Tf, however, the damage in the 
shoe is caused by the customer, the 
adjuster must use his own judgment, 
as there are no rules. 

“Where stores handle Orthopedic 
shoes and make shoes according to 
prescriptions of surgeons, a rather 
larger number of returns and altera- 
tions may be expected than where 
only style shoes are carried.” 
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A PRIZE TAKING WINDOW TRIM 





CHARLOTTE, N. C.—This attractive 
window trim by R. K. Henry of Efird’s 
Department Store won honorable men- 
tion in a recent city-wide Fashion Festi- 
val here. 

The window contained street and 
dress shoes with handbags to match, in 
some cases. The gloves in the window 
of matching and blending colors tied 
up the shoe window (second floor mer- 
chandise) with accessories from the 
street floor. It was a most successful 
display from the standpoint of sales. 

The Shoe Salon, from which these 
shoes were taken, has been recently 
moved from the street floor of our 
building to its present place on the sec- 
ond floor—ready-to-wear floor. The 
move was most fortunate. The sales- 
people in the ready-to-wear depart- 
ment of the second floor have been 
taught the great value of suggestive 
selling in the matter of this shoe de- 
partment and its sales have doubled 





since the move. Ready-to-wear adver- 
tising carries mention of the salon and 
this definite tie-in has helped a great 
deal in the looks of the shoe depart- 
ment’s “Budget Sheet.” 

The definite increase in sales the 
three days following the festival was 
worthy evidence that they were suc- 
cessful in selling “Style” to the public 
right at the outset of the new season. 

As to the Fashion Festival as a 
whole Mr. Henry made the following 
comments: 

“The Fashion Festival was a great 
. we recommend it highly to 


success .. 
other towns ... for it was a civic en- 
terprise. It sold the town style... 


not only in clothing but in housefurn- 
ishings . . . and did it right at the 
outset of the new season when it was 
absolutely necessary. Its success is, 
of course, dependent on the coopera- 
tion it receives from the merchants as 
a group.” 





TELL A STYLE STORY IN JANUARY 


[CONTINUED FROM PAGE 25] 


ing men’s formal footwear, use a top 
hat and stick as properties to get the 
proper stage effect. Formal accessories, 
handbags, buckles, hosiery, etc., will 
enhance the effect of your evening foot- 
wear window, besides suggesting extra 
purchases to the customer. 

New Year’s Day past and gone, you 
will likely focus your attention on your 
January clearance sale. Last week we 
emphasized the desirability of making 
sale windows interesting and attractive, 
giving them the note of fashion that 
will often do more to bring in business 
than the actual price appeal. At the be- 
ginning of this article we illustrate a 





window by Stern Brothers, New York, 
that illustrates admirably how this can 
be done. There’s plenty of price ap- 
peal in it, but it also speaks to the wo- 
man who has in her mind a definite style 
idea as well as the consciousness of 
the price she can afford to pay. 

In January most of the northern sec- 
tion of the country settles down in 
earnest to Winter weather, so it’s a 
splendid time to feature shoes that are 
built for sturdy service, such as oxford 
types of walking shoes for women, the 
stouter grained leathers and “heavy- 
weight” types for men, hi-cuts and 
heavy outdoor play shoes for boys and 
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girls, arctics and rubber footwear for 
everybody. We present in the second 
illustration a background that can be 
used for any of these purposes, one that 
ties in admirably with your promotion 
of Winter shoes and can be made 
without too great an expenditure by 
following the directions given in the 
caption. 

Nowadays extremes meet in this first 
month of the New Year, for while most 
people are thinking of shoes to with- 
stand the rigors of cold and stormy 
weather, others more fortunately situ- 
ated are planning to run away to 
sunny climates and warm Summer re- 
sorts that call for shoes of a distinctly 
Summer character. If you cater to this 
class of trade, or to those who are likely 
to go cruising down to southern seas, 
here’s another window idea that lends 
itself to bold and novel treatment, sure 
to get attention and make people stop 
and look, which in itself is a publicity 
asset not to be lightly overlooked. 

If you sell the class of trade to whom 
such diversions constitute a luxury 
that’s unattainable, you will still show 
Spring shoes in January, for this is 
now the accepted time for presenting 
the early Spring types and colors, 
partly to stimulate sales this month and 
partly to test out the public’s response 
to the new season’s offerings. When 
you show the first of these new styles, 
do not hesitate to boldly proclaim them 
as Spring styles in an attractive win- 
dow planned especially to herald the 
opening of the new season. A few years 
ago that might have seemed like rush- 
ing things a bit, but today people think 
fast, move fast and admire the styles 
and the stores that keep step with the 
accelerated tempo of the times. 

So, with these various suggestions 
you have the outlines of a window pro- 
gram to carry you from the week after 
Christmas well into the month of Janu- 
ary. Further suggestions and ideas for 
January promotion will follow in sub- 
sequent issues. 





WHAT’S NEW 





New York, N. Y.—A custom built 
shoe bag has been introduced which 
enables a store to have its own name 
woven into the body of the bag and 
thus have the benefit of a permanent 
advertising feature. The usual retail 
price of these bags is three pairs for a 
dollar, and they have proved to be 
ready sellers the year round. 

The shoe bags are used to pack 
shoes when traveling. They permit 
the shoes to be stowed away in any 
part of the case without soiling cloth- 
ing. They are also widely used as a 
closet accessory to keep white Summer 
shoes, sport and dress shoes free from 
scratches and closet dust. In this con- 
nection the Customknit bags are ef- 
ficient space-savers since six shoes, 
packed in bags, can be hung from one 
hook in the closet. 
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» TRADE DOINGS 4 











Shoe Club Discusses NRA 


Boston, Mass.—An open forum dis- 
cussion of the National Industrial Re- 
covery Act and the National Recovery 
Administration was held following the 
269th dinner of the Boston Boot and 
Shoe Club, on Dec. 13 in the Hotel Stat- 
ler, with President Maxwell P. Gaddis 
in the chair. 

Chief among the speakers were Hugh 

2 Butler, in charge of the New England 
Zs NRA division, and a number of men 
associated with him—Harvey Sweetser, 
Dan S. Hickey and Gilbert Starr, the 
latter formerly advertising manager of 
Rice & Hutchins, Inc. Mr. Butler out- 
lined the duties of his division and 
gave examples to prove that, while the 
recovery act may have its weak points, 
4 nevertheless it already has done a great 
3 amount of good. 

The workings of the Shoe Manufac- 
2 turers’ code were explained by James 
E. Wall, member of the Massachusetts 
State NRA Advisory Board and one of 
the heads of the Wall-Streeter Shoe 
Co. of North Adams. 

Honor guests, in addition to the 
speakers, were Sherman Woodward of 
the New England NRA; Francis B. 
Masterson, president of the National 
Association of Shoe Wholesalers; Ar- 
thur B. Butman, formerly head of the 
Shoe and Leather Manufactures Divi- 
sion of the U. S. Department of Com- 
merce; C. Chaytor Mason, of the Stet- 
son Shoe Co., and T. A. Delany, secre- 
4 tary-treasurer of the National Shoe 
Travelers’ Association. 
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Taxing Leased Departments 


BIRMINGHAM, ALA.—Shoe_ depart- 
ments leased from stores will be sub- 
ject to a city license, it was decided at 
a meeting of the City Commission last 
week. Separate licenses will be re- 
quired for each department leased to 
parties other than the owners of the 
store. 

: Under the old plan one license, that 
of the department store, covered the 
entire store. 
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Installs Grading Machine 


Boston, Mass. — Conaway - Winter 
Co., Shoe Fashion Service of Brooklyn, 
N. Y., have just received and set up in 
their Boston shop a new, fast speed, 
improved grading machine, the first 
one to be used in the New England ter- 
ritory. This machine automatically 
takes care of special dye grade, insur- 
ing a better fit and better proportions 
in the extreme sizes, eliminating a lot 
of handwork. 

The installation of this new machine 
by Conaway-Winter Co. is in line with 
their recent improvements and expan- 
sion of business. The firm now has 
offices in New York, Boston, St. Louis 
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and Milwaukee. 























































there is profit for you in the 


ARMY OF WOMEN 


demanding this type 
of shoe 


SUPER-FLEXIBILITY 


Time has proved that there is little profit in selling 
just shoes—and a real profit in selling foot health 
and comfort features at a reasonable price. 


Hundreds, yes, thousands of retailers have found that 
Constant Cumfort arch Shoes have the talking points and 
the comfort points that convince and satisfy a large army 
of women. 


Constant Comfort arch Shoes are made with a rigid steel 
shank . . . snug, nature-fitting heels . . . arch supporting 
right and left counters... and flexible foreparts. In com- 
bination these features result in perfect comfort... long 
shape retention ... and durability. 


Available in a wide range of patterns running from the 
conventional to the most modern conceptions in styling... 
backed by a never questioned quality standard . . . and a 
never failing stock service . .. Constant Comfort arch Shoes 
build a profitable repeat business among the many women 
who want style but must have comfort also. 


CONSTANT COMFORT CONSTANT COMFORT 
SHOES arch SHOES 





RETAIL FROM RETAIL AT 

$2.95 to $3.95 $4.95 
AULT-WILLIAMSON 
SHOE COMPANY AUBURN, MAINE 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is sO fine that it is 


constantly imitated but never equalled 





ITS QUALITY 


is just as superior as its appearance 
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THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 




















ie 








BOOT AND SHOE RECORDER, 


December 23, 





1933 








35 








NATIONAL NEWS 


SATURDAY, DECEMBER 23, 1933 


EVERY WEEK 














— 
ST — 
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Wholesale Prices 
Resume Advance 


WASHINGTON, D. C.—Wholesale com- 
modity prices resumed their upward 
trend during the past week according 
to an announcement made by Isador 
Lubin, Commissioner of Labor Statis- 
tics of the U. S. Department of Labor. 
The increase, which amounted to three- 
tenths of 1 per cent, placed the whole- 
sale index number at 70.9 per cent of 
the 1926 average for the week ending 
Dec. 9, as compared with 70.7 for the 
week ending Dec. 2 and with 71.7, the 
high point reached during the present 
year for the week ending Nov. 18. The 
advance placed the index within about 
1 per cent of the high point of the 
year. 

Present prices are at the level of 
the general average for the week end- 
ing Nov. 4 and within a fractional 
point of the index for the week ending 
Nov. 25. They are 12% per cent above 
the level for the corresponding week of 
a year ago when the index number 
registered 63.1 and 19 per cent over 
the low of the year when the index 
number stood at 59.6. 

In the “Hide and Leather Products” 
classification, the index number drop- 
ped from 89.1 of the preceding week to 
89.0. 

Declining prices for certain hides and 
leather items and a minor reduction in 
shoe prices caused the hides and ieather 
group to react fractionally. The metals 
and metal products group also showed 
a slight decrease due to weakening 
market prices for iead, ingot copper 
and other nonferrous metals. The 
chemicals and drugs group and the 
housefurnishings goods group both 
showed minor price decreases. 





Special U.S.M.C. Dividend 


Boston, Mass.—The special dividend 
of $2.50 per share declared by the Di- 
rectors of the United Shoe Machinery 
Corp. was reported by the Boston News 
Bureau, as follows: 

“Contrary to the natural supposition, 
the transfer to the parent company of 
surplus accumulations of affiliated 
companies that made possible the $2.50 
special disbursement on the common 
stock was not the product of abnormal 
appreciation in foreign exchanges. The 
funds came entirely: from American and 
Canadian subsidiaries engaged in the 
shoe accessory business as distinguished 
from shoe machinery operations proper. 

“The special declaration, which is 
equal to an entire regular annual dec- 
laration was ordered by the board as an 
assistance to the general recovery 
movement by furnishing additional 





DATES TO REMEMBER 


CUNGNERE sec cs eoeeew weno December 25 
New Year's Day.............. January 1, 1934 
National Shoe Retailers Annual Convention 


at St, Eanie...... ccccsccs. Jan. 8, 9, 10, 1934 


National Shoe Travelers Assn., 23d Annual 
Convention, Hotel Statler, St. Louis, 
Jan. 11-12, 1934 


Semi-Annual Shoe Fair and Style Show, 
Alexandria Hotel, Los Angeles.Jan. 15-16-17 


Texas-Okla. Shoe Retailers Assn. and 
Southwestern Shoe Travelers Assn., Adol- 
phus Hotel, Dallas ............. Jan. 28-31 


Middle Atlantic Shoe Retailers Association, 
20th Meeting and Exhibition, Hotel 
Adelphia, Philadelphia. .Jan. 22, 23, 24, 1934 


Northwestern Shoe Retailers Regional Asso- 


ciation at Sioux City....Feb. 5, 6, 7, 1934 


Indiana Shoe Buyers Eleventh Annual Con- 
vention. Claypool Hotel, Indianapolis, 
TIDE 5 occ cori dasnes Feb. 4, 5, 6, 1934 


So ORCC EEE OC COT CT April 1, 1934 








buying power to shareholders. In no 
sense was the action dictated by the 
rumored threat of punitive federal 
taxation next year upon excessive cor- 
porate cash holdings. 

“From 1925 to 1931 the big shoe ma- 
chinery company regularly declared No. 
1 extra dividend to supplement the 
regular $2.50 rate, the action occurring 
at the September directors’ meetings. 
This year and last, however, the No. 
1 extra was suspended. In 1932, of 
course, the depression was: still at its 
greatest intensity, and this year there 
was presumably some doubt in the mind 
of the management of the ultimate ef- 
fect upon business and profits’ of the 
industrial code. The willingness at this 
time to compensate shareholders for 
the conventional No. 1 extra foregone 
for the past two Septembers may: rea- 
sonably be interpreted as evidence of 
faith on the part of an ultra-conserva- 
tive New England industrial in the 
permanence of the current business 
revival.” 


Schiff Makes Sale Gain 


CoLUMBus, OHI0—Sales of the Schiff 
Co., operating a chain of 197 retail shoe 
outlets in 26 states, for the first 11 
months of the year were $8,146,163 
compared with $7,864,412 for the cor- 
responding period in 1932, a gain of 
3.58 per cent. Sales for the four weeks’ 
period ending Nov. 25 were $830,475 
compared with $708,830 for the similar 
period last year, which is a gain of 17.16 
per cent. 


McElwain Raises Wages 


NasHua, N. H.—According to an an- 
nouncement by Francis P. Murphy, gen- 
eral manager of the J. F. McElwain 
Shoe Co., a general increase of 10 per 
cent has been given to all employees of 
the company’s plants. This wage in- 
crease will benefit over 3000 workers. 
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STOCK 


DEPARTME NT 


Re WHAT A SHOE! 


A steady trade builder 
and profit producer. 


—that’s our 


“JIM” 





The mellowness of 2 
Kangaroo, its shape-holding, comfortable 
texture, with the refinement of style line, 
makes this truly the “last word” in Trade 
Builder shoes. 


Every try-on means a sale!! Why? Great 
value, style, fit, comfort. 







IN STOCK 
Widths Sizes 
YYYTITTIT TTT 7 to 12 
C, EEE to 12 
SS eee 5 to 12 


Made to order — small 
extra charge 


BD ccvcvccoccee 13, 14, 15 
BB ccccccccces 13, 14, 15 


$3.75 


“JIM” 
No. 5 last 
10¢ per pair extra west of Denver. 


QUICK SERVICE 





ALBANY, N.Y. 

Smith & Herrick Co. 
ATLANTA, GA, 

Grating & Cotlinsworth 
BANGOR, MAINE 

J. M. Arnold Shoe Co. 
BRISTOL, TENN 

King Bros. Shoe Co. 
CHARLESTON, W. VA. 
W. L. Smith 4 Co. 
CHICAGO, ILL. 

H. Brandt & Sons 
CHICAGO, ILL. 

Keehn Bros. 

CHICAGO, ILL 

R. L. Pennington 
CINCINNATI, OHIO 
Nader's Inc. 
CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P. Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, IOWA 
Merchants’ Supply Co. 
FORT WORTH, TEX 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jeff Newberry Co, 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY. 
Ades-Lexington Dry Goods Co. 


M.T.SHAW 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
Stewart-Dawes Shoe Co., Inc. 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN. * 
Neely, Harwell & Co. 

NEW ORLEANS, LA. 
Duhon, Berry & Vinton, Inc. 
NEW YORK, N. Y. 

M. T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. C, Roenitz Co. 

PEORIA, ILL 

John Moser & Sons 
PHILADELPHIA, PA. 

Bell, Wait 4 Co., Inc. 
PITTSBURGH, PA. 

Newell & Schnerder Co. 
SAGINAW, MICH 

Michigan Shoe Co 

ST. PAUL, MINN. 

Scheffer & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co. 

SIOUX CITY, 1A 

Earl F. Berg 

SPOKANE, WASH. 

The Adams Leather Co. 
SPRINGFIELD, MASS. 

M.T ShawShoeCo.ofNewEngtand, Inc 
TOLEDO, OHIO 

Ainsworth Shoe Co. 
ZANESVILLE, OHIO 

The Black & Grant Co 


INC. 
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SOUTHWESTERN CONVENTION JAN. 28-31 


Retailers and Travelers to Meet in Dallas 








An attendance of 2000 is anticipated 
at the joint convention of the Texas- 
Oklahoma Shoe Retailers Association 
and the Southwestern Shoe Travelers 
Association, to be held at the Adolphus 
Hotel, Dallas, Jan. 28-31, 1934. With 
business conditions over the Southwest 
steadily improving and with the stocks 
of shoe retailers low, the attendance 
and interest at this first “New Deal” 
convention are expected to be exception- 
ally high. 

The Dallas committee in charge of 
the convention is as follows: John N. 
Willis, W. A. Green Company, chair- 
man; W. W. Bridges, Titche-Goettinger 
Co.; W. H. Mannefeld, Florsheim Shoe 
Co.; L. R. Raney, Friendly Shoe Co.; 
C. M. Selby, Volk Bros., together with 
Z. E. Black, convention manager of the 
Chamber of Commerce, and E. F. And- 
erson, manager of the Dallas Whole- 
sale Merchants Association. The con- 
vention will be held for the first time 








during the Spring market season of the 
Dallas wholesale market, the dates of 
which are Jan. 29-Feb. 17. Fifteen 
thousand retailers over the Southwest 
will be circularized with regard to the 
convention. 

While dates for the convention have 
just been announced, the Adolphus Ho- 
tel already has reservations for more 
than 100 sample rooms from shoe 
travelers. Requests for reservations 
should be sent direct to the hotel and 
assignment of sample rooms will be 
made early in January by a committee 
from the Southwestern Shoe Travelers 
Association. 

W. T. Harris of Fort Worth is presi- 
dent and Walter B. Taylor of Fort 
Worth is secretary of the Texas-Okla- 
homa Shoe Retailers Association, and 
Harvey L. Hunter of Dallas is presi- 
dent and W. T. Mitchell of San An- 
tonio is secretary of the Southwestern 
Shoe Travelers Association. 








>» STORE CHANGES 4 





Reed Branch in Louisville 


LOUISVILLE, Ky.—Reed’s Shoe Store 
has moved out to a better location at 
521 Fourth Street. The new location, 
that was formerly occupied by the 
Walkover Shop, has been remodeled, re- 
decorated and enlarged, the fixtures 
being light walnut. 

The two opening days were made a 
gala occasion and a mahogany case 
electric clock was presented free to 
each purchaser of a pair of shoes. 
Business was good and several hun- 
dred clocks were given away. 

The new store is under the man- 
agement of A. E. Warde, transferred to 
Louisville from Columbus. L. Mathes 
of St. Louis, with the T. Mathes & Shoe 
Company, was in Louisville for the 
opening of the new Reed store. 





New Feltman Curme Store 


Los ANGELES, CAL.—A new Feltman 
Curme store featuring women’s shoes 
only has been opened at 757 South 
Broadway. The interior is done in 
modified modernistic style and pastel 
shades, curly maple entirely for desk, 
wall trim and window backgrounds. 
The mezzanine completely surrounds 
the room and is made artistic with a 
metal tube railing. 

The new store has sixty chairs. The 
manager is C. E. Goodman who has 
been with the company for sixteen 
years coming to this store from an- 
other Feltman Curme store at 325 West 
Fifth Street. 





Opens Men’s Store 


Los ANGELES—S. Kendall Gibson, 
for a number of years manager of the 
La Mode Shoe Co., here, has opened a 
specialty men’s wear store on Holly- 
wood Boulevard with a shoe depart- 
ment featuring Gibson custom-made 
footwear. H. A. Kletze is assisting 
Mr. Gibson in the shoe department, 
Also among the list of new stores re- 
cently opened in Los Angeles is the 
Dr. Scholl health shoe shop on West 
Seventh Street, Los Angeles fashion- 
able shopping thoroughfare. 





Reopens Shoe Department 


MIAMI, Fia.—Under the manage- 
ment of Max Losners a ladies’ and 
children’s shoe department will be re- 
opened on the second floor of the Mark 
Department Store. Some time ago 
this section was closed and all stock 
taken to the bargain basement. This 
basement department will continue to 
function, but now in addition a fine 
line of footwear is to be offered on the 
second floor. Buster Brown shoes for 
children will be featured and nationally 
advertised makes for women. 


Adds Handbags 


MiaMI, Fia.—Palmer’s Shoe Com- 
pany, at N. E. First Street, has added 
a line of handbags to its stock. This 
is following the general trend of Miami 
shops to tie in bags with shoes, 

Considerable alterations have been 
male in the Palmer shop, which will in- 
crease the window space. Mr. Palmer 
has been conducting a radio program 
in which the special offerings of his 
shop have been high lighted. 
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WHAT’S NEW 








New Health Books for Children 


Children’s departments that are on 
the lookout for unique books for dis- 
tribution to little customers will be 
keenly interested in the three Health 
Books, written by Charles R. Cassidy 
and published by L. H. Kay, 12th and 
Race Sts., Philadelphia. 





Attractive covers make these books desirable. 


Parents, teachers and critics have 
termed these books the most helpful 
short stories ever written for children. 
They repesent an entirely new idea in 
juvenile literature — health lessons 
cleverly woven into absorbing tales of 
adventure appealing to boys and girls 
from two to twelve. 

“A Voyage to Habit Isle” presents 
a youthful Utopia in which every child 
is straight and well and strong because 
he heeds his friends—Policeman Safety, 
Sergeant Exercise, Polly Play, General 
Food, Major Manners, Senator Keep- 
Clean, Captain Sandman in his Slum- 
ber Palace, and others. Of course, 
each child disdains the Dreadful Habits, 
Vera Rude, Carrie Careless, May Dis- 
obey, Wanda Stayup, Will Notwash, 
Jess Forgot and Hugh Eatlittle. 

“The Magic Garden” presents vege- 
tables as royal, glittering personalities: 
Duke Turnip, the stately County Cab- 
bage, graceful Lady Celery, haughty 
Baron Beet. All proclaim that a happy 
healthy child should have a quart of 
milk, green leafy vegetables, fruit and 
whole grain cereals every day. 

“Jack and the Ivory Ponies” is the 
story of a little boy and his 20 ivory 
ponies that work hard for him every 
time he eats. The dentist, brushing, 
permanent teeth, molars, healthy foods 
—all these become matters of new and 
tremendous interest to Jack as soon as 
he begins to think of his teeth as ivory 
ponies, ’ 
The books are profusely illustrated, 


BOOT AND SHOE RECORDER, December 23, 




























































1933 


in four colors by George Fayko. Pages 
for coloring are included. Printed on 
heavy stock and attractively priced in 
quantity. 

Some of the shoe stores now using 
these books in their children’s depart- 
ments: Geuting’s, Stone’s, Dalsimer’s, 
Sommers and Kauffman. 





New Dance Tap 


Irvin Riga and Jack Gallagher, em- 
ployees of the Potter Shoe Company, 
Cincinnati, very recently acquired the 
sales agency for the “Cincinnati Dance 
Tap.” It is a double-winged tap, made 
of the best grade of aluminum, steel 
and brass. This combination affords 
this tap its light weight and durability, 
and gives it the clear. bell-like tone, 
which makes it popular with many pro- 
fessionals and many students. 





Fibre Counter Makers 
Under Code 


HAVERHILL, Mass. — An announce- 
ment is made by William J. McNeill, 
Jr., secretary of the Fibre Shoe Coun- 
ter Manufacturers’ Association, that 
his association is now a subdivision of 
the American Paper and Pulp Associa- 
tion, whose code was signed by the 
President of the United States Nov. 17, 
1933, and became effective Nov. 27, 
1933. 

This means that all manufacturers 
of Fibre Shoe Counters whether they 
are members or non-members of this 
association must comply with the pro- 
visions of the above-mentioned code. 





Better Shoes Selling 


CHICAGO—In the shoe department of 
Marshall Field and Company’s Store 
for Men volume selling at from $10.00 
to $11.00 has shown a steady increase 
each quarter during 1938, according to 
W. T. Gable. 





Slippers From Russia 


Boston, Mass.—House slippers from 
Russia have arrived here, and they look 
as if they were made over American 
lasts, but the patterns of the uppers 
are distinctively of the Russian art. 





Sport Shoe Advice 


CHICAGO, ILL.—A display card set up 
conspicuously so that the purchaser 
can not fail to see it bears the follow- 
ing announcement in the Walk Over 
Shoe Store: 

“A Stitch in Time” 
Before your sport shoes are “put up 
for the winter” be sure to use trees 
in them to prevent “curling up.” Keep 
them “dust proof” by the use of Walk 
Over’s Shoe Mittens. 
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SELL COMFORT 

to Tender Feet... 
One million of this style "TOM" have made 
friends for hundreds of stores whose cus- 
tomers could not wear an ordinary shoe 


with any degree of comfort . .. . This 
“Trade Builder really helps build tradel 


extra charge. 






The middle- 
age customer's 
choicel! 


"TOM" 

No. 1 Last 
10¢ per pair extra west of Denver. 

“Trade Builders” are great fitters. 
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IN" STATIONS 





LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
Stewart-Dawes Shoe Co., Inc. 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN. 

Neely, Harwell & Co. 

NEW ORLEANS, LA. 
Duhon, Berry & Vinton, Inc. 
NEW YORK, N. Y. 

M..T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. C. Roenitz Co. 


Smith & Herrick Co. 
ATLANTA, GA. 
Gramiing & Collinsworth 
BANGOR, MAINE 

J. M. Arnold Shoe Co. 
BRISTOL, TENN. 

King Bros. Shoe Co. 
CHARLESTON, W. VA. 
W. L. Smith & Co. 
CHICAGO, ILL. 

H. Brandt & Sons 
CHICAGO, ILL. 

Keehn Bros. 
CHICAGO, ILL. 

R. L. Pennington 
CINCINNATI, OHIO 
Nadler’s Inc 


PEORIA, ILL. 

John Moser & Sons 
PHILADELPHIA, PA. 
Bell, Wait & Co., Inc 
PITTSBURGH, PA. 
Newell & Schneider Co. 
SAGINAW, MICH 
Michigan Shoe Co. 


CLEVELAND, 0. 

The Whitney-Roth Shoe Co. 
DENVER, COLO, 

The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 

American Cash Shoe Co. 
DUBUQUE, IOWA 

Merchants’ Supply Co. 

FORT WORTH, TEX 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA 

The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Ades-Lexington Dry Goods Co. 


M.T.SHAW INC. 


ST. PAUL, MINN. 
Scheffer & Rossum Co. 


SEATTLE, WASH. 
Washington Shoe Co. 
SIOUX CITY, 1A 

Earl F. Berg 
SPOKANE, WASH 
The Adams Leather Co. 
SPRINGFIELD, MASS. 
M.T.ShawShoeCo.ofNewEngland, Inc. 
TOLEDO, OHIO 
Ainsworth Shoe Co. 
ZANESVILLE, OHIO 
The Black & Grant Co. 
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WHERE TO BUY 
Men’s Shoes 








SHOE 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. operon 








Marbridge Bids. e 10 High Bt. 
ORIGINAL 
FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 








Hout 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, Presiden: 
Syracuse, N. Y. 











“HIGHEST GRADE ONLY” | 
EAST WEYMOUTH, MASS.U.S.A. 











Richards & Brennan Co. <-:=- Randelpb, Mase. 





6 6 A EP FEF 


WHERE TO BUY 
Men’s & Women’s 
Slippers 


8 6 BF Fh 





W. S. CHASE & sens, " aiaes: 
HAVERHILL, MAS 

In Stock—Men’s Full — Lined 

Handturned Slippers 

Priced from$1.75 
Kid Pullman upon 
colors and black wi 

map Pocket $135 
pper Pocket $1.50 
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FITTING DEVICES ATTRACT CROWDS 





Cuicaco, ILt.—A feature which pro- 
moted correct shoe fitting was this ex- 
hibit at a Chicago Regal Shoe Store 
covering a “Century of Progress in the 
perfection of the scientific foot-mea- 
suring and shoe-fitting equipment 
adopted by the United States Govern- 
ment.” Curiosity was particularly in- 
cited by the Walking Robot, many 





Fadely Reports Better Volume 


DENVER, CoLo.—J. L. Fadely, buyer 
for the men’s shoe department of the 
Gano-Downs Co. here, exclusive apparel 
store, reports a very decided trend 
toward better merchandise. “Our vol- 
ume is running a good deal ahead of 
last year, and our most popular price 
range is up to $8.50, as compared with 
a price a dollar or more lower last 
year,” says Fadely. “We are much 
encouraged and are looking forward 
to a further pickup after the first of 
the year.” 





New Kinney Store 


LOUISVILLE, Ky.—The G. R. Kinney 
Company, Inc., new store here is man- 
aged by L. C. Drabent, formerly with 
the company’s store in Canton, Ohio. 
He has had twenty years’ experience in 
the shoe business, thirteen being with 
the Kinney Company. 

The new store has been extensively 
remodeled, including a new front to the 
shop. New fixtures give an attractive 
appearance. 





New Shoe Department 


PuYALLUP, WASH.— Opening of a 
fifth department store unit, with a fine 
shoe department, has recently been an- 
nounced by Sam Dracolby. Peters shoes 
will be featured, as well as Phoenix, 
Durham and Berkshire hosiery. 











passers-by stopping to watch the action 
of the normal foot while walking. The 
store reported a notable increase in 
shoe sales due to this window. The 
idea might well be adapted to demon- 
strations of other foot-fitting devices 
as a means of increasing sales through 
the creation of a desire for proper fit- 
ting. 
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Opens in Rockefeller Center 

New York, N. Y.—Smith & Sons 
Bootery, Inc., Albert Smith, president, 
doing business under the name of Arch 
Preserver Shoe Shop, have signed a 
lease for a ground floor store in the 
RCA Building, Rockefeller Center. 

The new premises will be occupied on 
Jan. 1, 1934. Hosiery, as well as foot- 
wear, for men, women and children, 
will be displayed and sold. 





Goldman Expanding Chain 


DENVER, CoLo.— The L. Goldman 
Shoe Co. headquarters here, operators 
of a chain of ‘stores in the Rocky 
Mountain region, is now running the 
Queen Quality Shoe Co. in the Ex- 
change National Bank Building at 
Colorado Springs. 





Opens Third Store 


GRAND River, MicH.—Hocking & 
Gillies, Inc., opened their third Family 
Shoe Store here, Dec. 1, with a large 
and well attended shoe sale. Messrs. 
Hocking & Gillies’ other stores are lo- 
cated in Dearborn and in Royal Oak. 





Sterling Store Registered 


Bristot, Conn.— Abraham Mines 
has registered the Sterling Shoe Store 
at 177 Main Street, this city. 
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On K. C. NRA Board 


Kansas CiTy, Mo.—The Shoe Re- 
tailers Association selected the follow- 
ing members to represent their organ- 
ization on the local compliance board 
of the NRA: Ivan E. Cox, E. V. Becker, 
J. O. Miller, William Brown, Dan 
Snider and John Waite. Mr. Waite is 
in business in Kansas City, Kans., 
which is included in Greater Kansas 
City. The other five members are in 
business in Kansas City, Mo. 

It was gratifying to the shoemen to 
learn that of the eight retail lines rep- 
resented, their industry was the only 
one that was organized. The others had 
to form local associations later to select 
their representatives. 





Has 32nd Anniversary 


BALTIMORE, MpD.—Wyman’s, promi- 
nent shoe retailers of this city, ob- 
served their 32nd anniversary. The 
business, founded by the late Maurice 
Wyman, is being continued under the 
able direction of his son, Henry Wy- 
man. The main store is at 19 West 
Lexington Street, where a four-story 
and basement building houses a men’s, 
women’s, misses’ and children’s shoe de- 
partments. A branch store is main- 
tained in the North Avenue Market 
Building. 


Appointed Nettleton Manager 


ATLANTA, GA.—Paul Ballenger, well- 
known Atlanta shoe man, has been ap- 
pointed manager of the Nettleton Shoe 
Department, at Zachry, taking the place 
left vacant by Paul Barcroft. Mr. 
Ballenger has served as manager of the 
All-America Shoe Store and College 
Slipper Shoppe, in Atlanta, and comes 
to Zachry from the Nisley Shoe Shop, 
where he has been located for the past 
year. 


McCarthy With Sager-Allen 


’ HaArTFoRD, CONN.—Charles McCarthy 
has accepted a position as buyer of 
high-grade women’s shoes in the Sager- 
Allen Co. For the past few years he 
has been buyer for many large con- 
cerns with headquarters in Boston. 








DRY SHOEMAKING 


Lynn, Mass.—Dry shoemaking, a new idea 
here, provides for making shoes without wetting 
up the bottom stock in the traditional manner, 
this being a new practice for making shoes by 
the adhesive process, and if the shoes be 
sewed, then all the wetting of the leather that 
is done i is that of sponging the lips of channels 
to open them and then lay them flat again after 


. the stitching is done. It’s a method for making 


high grade shoes. 
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P.S.Hirsch Promoted 


ATLANTA, GA.—Phil S. Hirsch, for- 
merly assistant manager of the Chand- 
ler Boot Shop, has been promoted to the 
position of manager of the store. 





Huntington Dealers Meet 


HUNTINGTON, W. VA.—The Hunting- 
ton Retail Shoe Merchants’ Association 
has been formed by a score of dealers 
with W. M. Ayres of the Jack & Jill 
Shoe Shop, president; R. W. Seale, 
vice-president; E. Perry Collins, treas- 
urer, and Miss Agnes Cassidy, secre- 
tary. Chester Dunfee has been named 
chairman of the program committee, as 
it is planned to meet monthly. Carl 
Wood was chosen chairman of the com- 
mittee on advertising. 





Features X-Ray Fitting 


COLORADO SPRINGS, CoLo.— The 
Vorhes Shoe Co. here is now success- 
fully featuring X-ray fitting service 
for children. “See the feet in the 
shoes and know for yourself how they 
fit—this free service is most impor- 
tant to growing feet,” is how the com- 
pany is emphasizing the appeal in its 
advertising. Used in conjunction with 
a sketch of an average school boy, 
advertisements of this type are sure 
to attract attention. 














You Are Welcome Mr. Whetton— 
That’s What the Recorder is For 


With the check for $10, my subscription 
for the Boot and Shoe Recorder, I would 
like to thank you for the profit and pleasure 
you give me. 

Thanks to my friend, Mr. C. J. Hobson, 
of Coventry, who speaks highly of your 
recent hospitality. I have enjoyed the 
Recorder for two years. It has been help- 
ful and interesting. 

It would take too much of your time to 
tell the many ways the Recorder helps. I 
have to confess I have cribbed advertise- 
ments and copy without asking your consent. 

F. H. Whetton, Ltd., Nottingham, Eng. 


rr YS 


“America’s Best Shoe Information” 


No merchant can get along without the 
Boot and Shoe Recorder. It is without a 
doubt America’s best shoe information. 
Kohn Brothers, Julius Kohn, Kennett, Mo. 
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WHERE TO BUY 


Women’s Shoes 











GENUINE HAND TURNS 


$360 fF 


ONE 
GOOD TURN 
SELLS 
ANOTHER 


WHITE CREFE “PRESTO” 
NO. $0333. MED. ROUND TOE LAST 
20/8 HEEL 


DODGE, BLISS & PERRY ‘xc. 


URYPORT, MASS. 
“THE correct’ DODGE FOR ALL OCCASIONS” 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
(afants’ Soft Seles...0-3 
intermediates ........ a 
Flexible Hard Soles. ..2-8 


Send for In- Btook 
Catalog 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
Locust St. 











Danvers, Mass. | 











For Children 
of All Ages. 
tinctive Patterns. 
tional Values. 
the Spring Line. 
STOCK Catalog. 


Excep- 
Many surprises in 
Send for IN 


CHILD LIFE SHOE MFG. CO. 
MILWAUKEE, WIS. 



































“The New Store” Starts 


SEATTLE, WASH.—“The New Store” 
is the simple but effective name of a 
new shoe store which has been estab- 
lished as a retail outlet for shoes for 
all the members of the family at the 
store located at 5427 Ballard Avenue, 
this city. 








WHERE TO BUY 
Dancing Shoes and Taps 











TAP 
DANCE 
SHOES 
Ss 
In 
are HER 
Stock 
te 'e e 
ot; 6 A-B-C il -2 
Owens SHOECO. — 
eum 40-5589 Essex St., Lynn, Mass. cues 








DANCING & GYM 
SANDALS 


In-Stock 
All Sizes 
Colors—Pearl, Fawn, 
Black 


Price 60c Pr. 
Write for Catalogue 


BROOKS SHOE MFG. CO. 
Swanson and Ritner Sts., Philadelphia 

















Ee 


WHERE TO BUY 
Shoe Trees 








QUICK PROFIT ITEM - 5(¢ 


SIMPLEX SHOE TREES 


SELF ADJUSTING— 
A gentle squeeze 
inserts or removes. 







Write f 
Weise fer Lex 
Seles Plan SHOE TREE Co. 





105 W.ADAMS ST. CHICAGO IL 
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WHERE TO BUY 


Shoe Dressings 





iin 








SHOP TALK 
GOOD WILL:— 


It comes to you only when 
ee give your customers the 
est value. Cavalier polishes 
are sold only by the shoe 
trade, and not cut in price or 
sold where nothing is known 
of shoes or their care. For 
more details write: 


“CAVALIER” 
The Shoeman’s Polish 
BALTIMORE, MD. 
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< ON THE SELLING END > 


News of the Travelers and Sales Activities 








Transportation Vote Urged 


WASHINGTON, D. C.—Shoe travelers 
everywhere are being asked by John 
S. Whittemore, former president of the 
N.S.T.A., to assist Coordinator of 
Transportation Joseph B. Eastman of 
Washington in the compiling of a sur- 
vey which will be the expression of 
representative traveling salesmen as to 
their preferences and suggestions in the 
matter of improving railroad travel. 

The traveling salesman’s part in this 
important work is a simple one. A 
“ballot book” has been prepared by 
Eastman which contains various pro- 
posed improvements in the matter of 
price, equipment, methods, service, etc. 
Included also in the booklet are a few 
questions on the traveling man’s rela- 
tive use of other modes of travel—as 
the bus, automobile and airplane. 

In reference to this “ballot book,” 
Mr. Eastman states: “Tests show that 
this ‘Passenger Ballot’ can easily be 
voted in 17 minutes. You need only to 
use check marks and figures that can 
be readily calculated to answer every 
question. I trust you will find time to 
fill it out. As soon as you have com- 
pleted checking the questionnaire, please 
seal and mail it. No postage is re- 
quired. Balloting will end Dec. 23, but 
earlier returns are earnestly urged.” 

All shoe travelers are urged to ob- 
tain one of these ballots and so register 
their vote. Those who have not re- 
ceived their ballot through their as- 
sociations may do so by addressing 
John S. Whittemore of the Eastern 
Commercial Travelers Accident Asso- 
ciation, 77 Franklin St., Boston, Mass. 





Busby With Shaft-Pierce 


Claude W. Busby, for twenty years 
with Krupp & Tuffly, Inc., Houston, 
Tex., in the capacity of salesman and 
buyer of juvenile shoes, is now asso- 
ciated with Shaft-Pierce Shoe Co., of 
Faribault, Minn. 

Mr. Busby will travel the states of 
Texas, Louisiana, New Mexico, and 
Arizona with the Shaft-Pierce lines. 

Mr. Busby featured the Acrobat line 
in Krupp & Tuffly’s juvenile shoe sec- 
tion for more than twelve years, and 
from his contact with the Acrobat line 
formed his present plans to go on the 
road. 

Prominent in national and_ state 
gatherings of juvenile shoe buyers, Mr. 
Busby has contributed many thoughts 
to the juvenile field. He numbers among 
his friends and acquaintances hundreds 
of buyers and traveling men who are 
wishing him well in his new work. 

L. L. Gish, sales manager for Shaft- 
Pierce, made the statement, “We feel 
that we are very fortunate in having 








Mr. Busby come with us, as he is an 
outstanding juvenile shoe buyer and 
stylist. We feel that he knows the buy- 
er’s problems, and from his experience 
with our lines will be able to serve his 
accounts most satisfactorily.” 


Campbell Heads Central Shoe 
Travelers 


The Central Association Traveling 
Shoe Salesmen held their annual elec- 
tion of officers Saturday, Dec. 9, 1933, 
at the Hotel Savoy, Kansas City, Mo., 
with an enthusiastic and well attended 
meeting in which they unanimously 
endorsed the Code for Commercial 
Travelers, as submitted by the N.S.T.A. 
to the National Recovery Administra- 
tion, and a copy of same ordered sent 
to Colonel Lea of the NRA at Wash- 
ington, D. C. 

The following are the newly elected 
officers for 1934: Cyrus W. Campbell, 
president; Fred Levec, vice-president; 
J. R. Sells, secretary-treasurer, and 
T. K. Richardson, assist. sec’y-treas.; 
directors: T. K. Richardson, W. T. 
Hombs, J. F. Clayton, F. H. Maatsch, 
C. H. Russel, C. N. Fitch. 








Southern Salesmen Elect 


At the annual meeting of the South- 
ern Shoe Salesmen’s Association the 
following members were elected to 
serve as officers for the year 1934: 

President, Hector E. Lynch, Sr.; vice- 
president, Robert F. Doyle; secretary- 
treasurer, Fred W. Stanton. 

The Southern Association is the old- 
est organization of shoe travelers in 
the United States and its original mem- 
bership was confined to those who 
— south of the Mason and Dixon 
ine. 


Meade With Shaft-Pierce 


William (Billie) Meade, who, some 
20 years ago, represented the Shaft- 
Pierce Co. of Faribault, Minn., and 
having represented such houses as 





Smalt-Goodwin and the Weil Shoe Co., 


has come to the conclusion that there 
is nothing like the old firms after all. 
He is now representing his old house, 
Shaft-Pierce Co. 





Kaltenbrun Suffers Injury 


CoLumBus, OHI0O—James J. Kalten- 
brun, past president of the National 
Shoe Travelers Association, is recover- 
ing from an automobile accident suf- 
fered two weeks ago in which he was 
severely bruised and cut. The accident 
happened as he was walking across the 
street. He has been confined to his 
home, but expects to be out in several 
weeks, 
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WHERE TO BUY 
Spats 
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BOND STREET SPATS 
test 


ood =prefit margin. IN 
Tock FOR iMMEDI- 
ATE DELIVERY In full 
selection ef fabrics, col- 
ors and sizes. ri 

samples and prices. The 
Williams Manufacturing 
Co., Portsmouth, Ohile. 











THE SELLING END 








Made O’Donnell Salesmanager 


St. Paut, MINN.—The O’Donnell 
Shoe Co. announces affiliation with the 
company of C. N. Sparrow as general 
sales manager in charge of sales of the 
O’Donnell shoes and of the product of 
the Thompson factory in Tennessee. 
The acquisition of Mr. Sparrow is con- 
sidered a good move by the O’Donnell 
Co., inasmuch as he has had wide ex- 
perience in several phases of the shoe 
business. He was connected several 
years with leading retail stores in the 
Twin Cities and with the Goodyear 
Rubber Co. branch. Later he became 
vice-president and general sales man- 
ager for Goodyear in New York, and 
latterly was with the U. S. Rubber Co., 
a position he leaves to go with O’Don- 
nell. 





Paul Barcroft to Travel 


ATLANTA, GA.— Paul Barcroft, for 
the past three years manager of the 
Nettleton Shoe Department at Zachry, 
has resigned to accept the position of 
southern representative of the Nettle- 
ton Shoe Company. He will handle the 
states of Tennessee, Virginia, North 
and South Carolina, Georgia and Flor- 
ida, together with Alabama. Mr. 
Barcroft enters upon his new work on 
Jan, 1, 1934, 





Ascutney Firm Changes Policy 


WInpsor, Vt.—Edward O. Teague, 
owner of the Ascutney Shoe Co., has 
announced that his firm has given no- 
tice on intention to discontinue as con- 
tractors of labor at the Vermont State 
prison. The shoe company has been 
identified with the prison since 1921. 
The Ascutney will start operation of a 
free shop in the former Rice & 
Hutchins plant as soon as certain re- 
pairs can be made. 
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Cogswell Recovered 


Clarence N. (Coggy) Cogswell, who 
has been recuperating from a slight ill- 
ness, is now himself again as is evident 
from the fact that he is now on the 
road, representing the Marmon Shoe 
Co., Boston, Mass. 

There is no man better known in 
his territory than our friend Coggy, 
say his many friends in the N.S.T.A. 
It goes without saying that he will book 
some nice orders in his old territory 
which he has covered for many years. 





McNamara Withdraws 


HAVERHILL, MAss.—Raymond V. Mc- 
Namara, well-known local shoe man, 
has resigned from the firm of Gorevitz 
and McNamara, 97 Essex Street, here. 
Mr. McNamara has not made a state- 
ment as yet as to his change of business 
affiliations or future plans. He was re- 
cently appointed as a member of the 
civilian committee to review veteran 
claims and has been working full time 
for the veterans’ bureau in this connec- 
tion. 





TRADE LITERATURE 





Boy Scout Shoes 


PORTSMOUTH, OHIO— The Excelsior 
Shoe Co. have recently issued a folder 
describing their in-stock line of official 
boy scout shoes under the titular cap- 
tion “Are these feet marching to Your 
Store?” Seven styles are illustrated, 
ranging from the army type blucher to 
the dress oxford. Also in the folder are 
described certain free advertising helps 
to dealers, among which is a four-page 
sheet showing an easy way to learn the 
Morse and semaphore codes, the back 
page carrying the Excelsior ad with 
room for the dealer’s imprint. 





Stylish Stouts Featured 


BROCKTON, MAss.—In the Air-O- 
Pedic Shoe Co.’s new catalog on wo- 
men’s shoes are attractively illustrated 
some 75 different numbers in the style 
class, among which are those with long 
inside counters and those in the stylish 
stout class. Twenty-two stylish stouts 
styles are carried in stock. 





Distributes Dealer Helps 


Boston — Cambridge Rubber Com- 
pany announces an unusual policy in 
connection with their dealer help plans. 
Unique electric flasher signs are to be 
supplied on an annual rental basis to 
every customer regardless of size. This 
sign is so constructed that the message 
can be changed at will. The intention 
of the company is to supply suitable 
material for every season of the year 
and every type of rubber footwear 
which they produce. The sign itself is 
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WHERE TO BUY 


Sport Footwear 
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WHERE TO BUY 


Leathers 








MANDRUCCA 
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is the registered trade- 


mark of a unique, G 
grained leather of © 
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superior tannage, 
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nO R. NEUMANN & CO. 

HOBOKEN, NEW JERSEY 
WHERE TO BUY 
Riding Boots 


BxXDING BOOTS | 
‘ IN-STOCK | 
For Men, Womenand | 
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purs 

| Boots. 


Write for catalog. 






















very economical and provides the mer- 
chant with twelve months’ counter and 
window display material for a ridicu- 
lously small sum. 





Herman Sells Store 


BRooKLYN, N. Y.—Samuel M. Her- 
man has sold his men’s shoe store, 
situated at 523 Sutter Avenue, to Mor- 
ris Gralla. 








42 


Sports Buying Sports 





SALT LAKE City, UTaH—Whom have 
we here? None other than those great 
masters in the noble art of fisticuffs, 
Jack Dempsey and Max Baer, snapped 
in the act of purchasing shoes in the 
Florsheim Shoe Store here. Max looks 
well pleased with his pair of gray 
suedes and the black and white and 
brown and white sport shoes at .his 
feet. Jack seems to be going Max one 
better by the additional purchase of a 
classy pair of dress shoes. Wonder 
where they’re going? 





Low Heels Trend 


CuHIcAGO—Low heels are coming into 
prominence at I. Miller and Sons. 

“There is a positive, increasing de- 
mand for low heels in dressy types of 
shoes,” is the way A. Silverman, man- 
ager of the Chicago store, puts it. The 
range of heel height in these “low 
down” numbers is 10/8, 11/8, and 12/8. 

“This new tendency should be looked 
upon as a grand opportunity for the 
retailer to sell his extra pair of shoes,” 
says Mr. Silverman, “and in no way 
should he lessen his preparation for 
and salesmanship in the high heels. To 
illustrate, if a dealer is carrying, out 
of a 100 models 60 highs to 40 lows 
he shouldn’t let his enthusiasm for the 
popular item of the moment sweep him 
away into switching his percentages 
to a 60 low to a 40 high. Instead he 
should increase his perspective sales by 
having new desirable styles in low 
heels while maintaining his usual sell- 
ing in the conservative dressy heel. 
Additional business can be built up by 
an appeal both to the extreme dressy 
type with its spiked heel and to the new 
comfort type with its low heel.” 


Features Cinema Styles 


Capitalizing on interest in cinema, 
two Los Angeles department stores, 
Bullock and the May Co., have intro- 
duced special cinema fashions. The 
May Co., in fact, has opened a new 
cinema shop on its main ready-to-wear 
floor, while Bullock’s, though sponsor- 
ing specially designed frocks for mo- 
tion picture stars, copies of which are 
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available in the women’s ready-to-wear 
division, has created no special shop. 

These new developments have an in- 
direct bearing on shoes, since with win- 
dow displays of cinema fashions, prop- 
er footwear is shown. And in the May 
Co. cinema shop, footwear is grouped 
in displays with other accessories. 


Men’s Hosiery Trends 


CHIcAGO—In the hosiery department, 
at Marshall Field and Company’s Store 
for Men, clocks are a big item, it is 
reported. Lisles come in for the clocks, 
too. And, speaking of lisles, it looks as 
if these are coming along strong, it 
was said here, due partly to the pop- 
ularity of tweeds and other rough fab- 
rics in men’s apparel. Ribbed hose 
(six by three) in wool are also sell- 
ing: well. Among volume sellers are 
the plaids. These are very gay both 
in pattern and color but so well har- 
monized that the effect is by no means 
loud. 

Some smart sets for men’s sports 
wear throughout the winter consist of 
matching hose, scarf and gloves. Many 
of these are in high, strong colors. In 
speaking of sports wear in general it 
was pointed out here that patterns and 
colors are bold and that small con- 
servative figures have no active de- 
mand at all. 





Rough Leathers Good 


Chicago — Mandrucca and other rough 
leathers will be the big selling items at Cutler’s 
during the months of December, January and 
February, according to T. T. Metzel. 





No Buying Extremes 


Los ANGELES, CAL.—“‘No drastic 
extremes!” is about all the buyer for 
Bullock’s higher class women’s shoe 
department has to say about merchan- 
dise already bought for the coming 
Spring season. This buyer was one of 
the very few who had already done his 
stuff for Spring. 

For evening wear tintable sandals 
are away out in the lead with a fair 
but faltering demand for pumps. 

“The tendency is to brighten up,” 
says the manager of the department, 
“and in keeping with this demand in 
foot wear we have gotten busy and 
brightened up the department itself by 
reupholstering all chairs and settees in 
snappy colors.” 

In the so-called “Budget Depart- 
ment” where women’s shoes ranging in 
price from $5 to $6.75 are featured, the 
manager looks forward for a heavy 
demand in blues and grays for early 
Spring wear, beginning, he hopes, well 
before the first of March. He looks for 
the demand for conservative whites for 
street wear to start as early as March 
1. Assimilated leathers will lead replac- 
ing smooth kids, it is believed. 





Mighty few black satins are being 
sold for evening wear in open sandals 
or pumps, and tintable sandals are 
leading golds and silvers. A peculiarity 
noted recently is a strong demand for 
the lowest priced numbers and for the 
highest priced with practically no de- 
mand for the middle grades. 





Scotch Grain Demard Strong 


Cuicaco—“There is a definite trend 
toward narrower toes on custom lasts 
in men’s shoes,” says H. J. Schneider, 
buyer of men’s shoes at Feltman and 
Curme’s. 

Scotch grains both in black and 
brown are much in demand, away 
ahead of last year, according to Mr. 
Schneider. This house is also selling 
quite a lot of brown and gray bucco 
for street wear. The calls for leather 
heels is growing apace. 





Alligator Trims Popular 


Los ANGELES, CAL.—Hanan’s, which 
has always aimed at a conservative at- 
mosphere, is finding alligator trims in 
women’s shoes exceedingly popular and 
plain type models in kids both black 
and brown are being merchandised with 
old time steadiness although suedes are 
leading. However, the proportion of 
kids sold is perhaps much greater than 
in the average shop. Oxfords with the 
Cuban heels are in greatest demand. 





TIE-LESS OXFORDS FEATURED 
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Cincinnati, O.—The above advertisement of 
Mabley & Carew appeared in the local papers 
with marked customer interest, for it ap- 
pears that these Tie-less Collegebred oxfords 
are just what the young women are needing. 
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Value Demonstration Window 


4 SAN FRANCIScO—The recently open- 
ed J. C. Penney store here believes in 
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Side Window 


putting the best shoe foremost—and its 
shoe window is always at the forefront 
of public visibility. Under the watch- 
ful eye of Ralph Palmer, manager of 
the two shoe departments, the window 
display of shoes gets its full share of 
preferred positions. 





Jersey Shoemen Frolic 


NEWARK, N. J.—The members of the 
Retail Shoe Merchants Association of 
New Jersey will hold their annual ban- 
quet and dance in the main ballroom 
of the Hotel Douglas here, Jan. 28, 
according to an announcement recently 
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Must Have Good Shoes 


Boston, Mass. — Boston truckman 
wears $12.50 work boots, the best of 
leather, hand sewn inseams, and so on. 
“Quality is the cheapest in the long 
run,” Mr. Truckman explained as he 
cast aside a pair of $6 shoes. Truck- 
ing is tough on shoes. Got to have 
good shoes to save my feet. Couldn’t 
do the day’s work without good feet. 
So give me the best shoes you’ve got.” 

Blessings be upon such truckmen. 





New Grain Finish 


PEeaBopy, Mass.—Cracked egg shell 
is a new grain here, and the story goes 
that the lines embossed in it were taken 
from the shell of an egg, boiled, placed 
in a cup, and tapped with a spoon on 
its crown, as is often done at the break- 
fast table. The lines of the cracks 
in the shell caught the eye of a tanner 
and he had them duplicated on leather. 





ACHILLES IS STRONG 


The Achilles tendon will stand a strain of 
1000 pounds, according to a writer on popular 
health topics, and having a strength like that 
it will stand the strain it is going to get if 
women change from 20/8 heels to 10/8, or 
heels half as high, as some fashion reports 
predict. 








made by Pres. Louis Anderson. 











Meyer Managing Mills Store 


LOUISVILLE, Ky.—A Mills store will 
be established at 413 Fourth Avenue, 
under the management of W. M. 
Meyers, formerly manager of Reed’s 
Shoe Store. 





Sneider of Trade Council 


AsBuRY ParRK, N. J.— William J. 
Sneider has been appointed on the local 
Retail Trade Council to represent the 
retail shoe men under the NRA code. 





Zellinger to Move 

St. Louis, Mo.—The Zellinger Shoe 
Company will move on Jan. 1, to its 
new quarters at 1400 Washington Ave., 
where they have leased the two-story 
building. ; 


Millstone Store Closes 

St. Louis, Mo.— Millstone’s Shoe 
Shop at 6331 Delmar Blvd. have closed 
their shop after several years at this 
location. 


New Family Store 

FRESNO, CALir.—L. B. Andersen is 
opening a family shoe shop at 1418 
Fulton Street, in the heart of the up- 
town business district. 
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UP-TO-DATE ROOMS 
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TO $3.50 SINGLE 


600 LARGE, CHEERFUL ROOMS 
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TO $5.00 DOUBLE 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 
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Shoemen Have Party 


SEATTLE, WASH.—Approximately 150 
shoe dealers from all over Western 
Washington attended the annual hi- 
jinks and carnival of the Northwest 
Shoe Retailers’ Association, which was 
staged the other evening in the Elks 
Clubhouse at Seattle. Starting with a 
big banquet, the entertainment com- 
prised a number of high-class vaude- 
ville acts and a cabaret show. This en- 
tertainment was arranged by Dr. A. R. 
Proelss, chairman of the entertainment 
committee of the Elks Club, with the 
assistance of Norman Klasgye, master 
of ceremonies; Jack Conley, Jack Con- 
rad, and Dave Klinesmith. Bright and 
gay was this entertainment entitled “A 
Shoe Man’s Night Out.” Joining in 
jollity the Shoe men of Seattle, were 
prominent retailers from Tacoma, 
Everett, Bellingham, Bremerton, Cen- 
tralia and Longview, all cities of West- 
ern Washington. 





New Problems of Retailing 
On Program at St. Louis 


[CONTINUED FROM PAGE 26] 


source of buying contact which will 
enable a merchant to offer an unusual 
value in a new price range, will more 
than pay for the trip to the convention. 

Railroad fares are the lowest ever 
allowed an N.S.R.A. convention. All 
territories west of the Mississippi 
River have been granted a 2c. per mile 
convention rate. Other sections will 
have the fare and one-third of the 
round trip rate. Everyone buying a 
ticket, expecting to have it validated, 
entitling him to the reduced fare, must 
ask for a certificate or receipt. 

Shoe merchants, manufacturers, and 
their representatives are entitled to 
the reduced fares, 

Of particular interest to shoe men 
will be the educational exhibit on the 
mezzanine floor of the Hotel Jefferson. 
This display of sales promotion ma- 
terial gathered from the most success- 
ful stores throughout the nation will 
be a comprehensive exhibit of the most 
effective examples of newspaper ad- 
vertising, direct mailing pieces, and 
personalized letters which have pro- 
duced results for other stores who have 
used the material. 

The Educational Committee in 
charge of this work intends to segre- 
gate the mass of merchandising ideas, 
to make it easy for merchants inter- 
ested in only one division of the ex- 
hibit to concentrate their time in this 
one particular section. The interest 
already manifested in this idea indi- 
cates to the Committee that this fea- 
ture will provide an opportunity for 
hundreds of merchants to improve 
their advertising and sales - promotion 
efforts. 

Tuesday night, Jan. 9, will be given 
over to the frolic, an annual affair 
conducted by the N.S.R.A. at their an- 
nual conventions. In St. Louis it was 
decided that a boxing and wrestling 
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show would meet the unanimous ap- 
proval of the visiting merchants. The 
Coliseum, seating over 9000 persons, 
has been leased exclusively for the 
convention delegates. 

Judge Senaca C. Taylor, member of 
the Missouri Boxing Commission, at 
the invitation of the St. Louis Con- 
vention Committee, has agreed to 
stage the show, and promised the Con- 
vention visitors a bang-up show. 

When C. E. Williams, Al Pauly, and 
Arthur E. Ebbs, of the Entertainment 
Committee, questioned Judge Taylor 
as to the earnestness with which the 
bouts would be conducted, he replied: 
“They'll fight for me or they won’t 
again in Missouri. You tell the shoe 
men that we’ll give them a show that 
will provide conversation for a long 
time to come.” 

Tickets will be given to all registered 
delegates. Registration will be re- 
quired to validate the railroad ticket. 
The committee decided to make the 
registration fee as low as _ possible, 
affording everyone an opportunity to 
register. 

Under the provisions which the rail- 
road rates are allowed, only bona fide 
delegates to the N.S.R.A. Convention 
are entitled to the reduction. The 
$1.00 registration fee meets the re- 
quirements of the regulations. 





Fashion News Flashes 
From Chicago and the Coast 


[CONTINUED FROM PAGE 17] 


“The Slack Shoe”; and second, shoes for 
evenings at the Cocoanut Grove or the 
famous Gold Room of the Beverly- 
Wilshire, another smart rendezvous of 
the film colony. 

For these evening occasions the ex- 
aggerated sandal, with gold and silver 
kid variations for trimming, is seen in 
numbers. Lack of hosiery is made up in 
brightly tinted nails. Stockings, if any, 
are the sandal stockings, extra sheer, 
minus reinforcements at toe and heel. 

Returning to the slack shoe: At 
CLINE’S FRENCH _ SLIPPER 
SHOPPE, Hollywood, the crepe sole 
suede leather oxford in brilliant shades 
is promoted. Mrs. Harold Lloyd, on 
her recent sailing for Europe, took 
along several pairs of this style for 
deck wear. 

The French Boot Shop has made a 
record in this type of shoe, selling, 
within the past few weeks, over 1400 
pairs of especially designed “slack” 
shoes of thornproof stock, selling at 
$4.85 in four-eyelet, blucher-trim Ox- 
ford, covered heel style. Palm Springs, 
famous desert resort, whose season has 
just begun, is responsible for the de- 
mand, 





Discontinuing Women’s Shoes 


RuTLAND, Vt. — The Combination 
Cash Store, Merchants Row, is discon- 
tinuing its women’s shoe department. 





Sarra With J. J. Grover 


“Frank Sarra has liquidated the wo- 
men’s shoe manufacturing business of 
Serra and Tucker of Lynn, and has 
joined the organization of J. J. Grover 
Shoe Company of Stoneham, Mass.,” 
announces Mr. F. C. Mowry of the J. J. 
Grover Company. He will have full 
charge of the manufacturing and sell- 
ing of Grover turns, welts and silhou- 
welts. Mr. Sarra, whese long experience 
as a shoemaker has always been identi- 
fied with high-grade shoes, worked for 
the J. J. Grover Company, in Lynn, 10 
years ago and had charge of their mak- 
ing room. The Grover lines are being 
strengthened by refinements in con- 
struction and styling. Many new pat- 
terns are being added to their Lyte 
Arch shoes, which are carried in stock. 





Leather Goes Up 


Boston, Mass.—The United States 
Leather Co. marked up union and oak 
sole leather two cents a pound, and offal 
one cent a pound last week, this in face 
of an easy hide market, and so a pros- 
pect that soles on shoes will cost more 
in the January markets. Union backs 
now 31 cents, oak 32 and bends 33. 


JOINS SURPASS STAFF 


Hickey Named to Sales Post in 
New York Territory 











Daniel Hickey becomes a member of 
the Surpass Leather Company’s New 
York sales force on Jan. 1. He has 
been managing director of Kidskin 
Tanners for the past two years and was 





DAN HICKEY 


formerly in charge of activities of 
American Leather Producers, Inc. 
Borough President-Elect James J. 
Lyons, of the Bronx, will continue as 
New York sales manager for Surpass 
and will also remain active in the pro- 
motional affairs of the kid industry. 
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Form (06 


MASTER STOCK SHEET 


MONTHLY INVENTORY 
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STOCK RECORD, 


{ Price... 























(New Revised Fifth Edition) 
* Your choice of DeLuxe flexible imitation leather binder shown above, 
= or—Black cloth binder below. 
g Special Quantity Price: 
s 400—-Daily Sales and Stock Sheets (Form No 100)........-+++++- $9.00 
4 PROFIT CHARTS—25c. each; an accurate method of figuring 
As selling prices. 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 





367 WEST ADAMS ST. 
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When writing advertisers please mention Boot and Shoe Recorder 


BUY as you SELL 


And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 


You Do Just That! 


Insures Accuracy of Buying Judgment 








Black “If a $5 Gold Piece Falls Thru 
Gam a Crack in the Floor”—is the 
anal title of our instruction brochure 
arene for keeping stock records:— 
leather back ; z 

hen, Supplied with each order for 
gold lettering the Stock Record System. 











One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 


. Shoes on hand, on order, due, returns, 


transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 





Complete Working Outfit....... $7.25 
(West of Denver........ $7.75) 

Consists of: 
Black Cloth binder—11)4” x 1334”...... $2.00 
OR: DeLuxe Imitation Leather......... 2.00 
100 Daily Sales and Stock Sheets, (Form 
#100) and 1 Comparison Form........ 2.50 
2 Inventory Pads (100 sheets)......... 0.50 


2 Buying Order Pads (50 sheets)........ 0.50 
(or 4 of each, as preferred) 


1000 Carton Tickets and Clips......... 2.25 
Above, not including Carton Tickets.... 5.00 
(West of Denver........ $5.50) 


Postage Prepaid—Check with order, please, unless 
C.0.D. Shipment is preferred. 


Orders filled for any forms preferred. 
Shoe Carton Tickets and Clips: 


WO cavavacddecd: Sccoddscaccednoaaadexs $0.50 
SOOM 25 o Soccdecavacddccntisetevndecedess 1.25 
No oes ve ci cccceucaxcidxonenaxdavece 2.25 
5000 (per thousand) ...............00.. 2.00 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


CHICAGO, ILLINOIS 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 





ALESMEN, established trade to sell on com- 

mission as side line. Short, snappy line 
leather sole beach sandals, Women’s and Girls’ 
Sport Straps and Oxfords, Women’s Black Kid 
Comfort styles, Men’s and Women’s slippers. 
All carried in stock. Territory open, Texas, 
Indiana, Ohio, Illinois, Missouri, Kansas, Wash- 
ington, Oregon, Michigan, New Jersey, North- 
western New York State, Long Island, Brook- 
lyn, California. A good money making side 
line. Give full information first letter. Nestle- 
toe Slippers, Inc., 168 B. Chandler St., Worces- 
ter, Mass. 





—XPERIENCED salesmen to carry popular 
priced men’s, boys’, growing girls’, misses’ 
and children’s shoes—Commission basis only. 
Good territories open. References with applica- 
tion necessary. Brilliant Brothers Company, 
182-184 Lincoln St., Boston, Mass. 





ALESMEN traveling by auto, having estab- 
lished accounts who desire our short, snappy, 
fast selling line of Children’s “HAPYTOZ”’ 
Turns, Pre-Welts and Cement Constructed 
Shoes communicate with us immediately. All 
numbers stocked. Commission ten percent. 
Goodger Shoe Corporation, 89 Allen Street, 
Rochester, N. Y. (Manufacturers). 





ANTED: Experienced salesmen, with good 

following, for New England states, Middle 
West and Pacific Coast to solicit Jobbing, Chain 
and Department Store trade on medium grade 
Pre-welt shoes, on commission basis only. Can 
be carried as side line. Address D-581, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN wanted by a reputable manufac- 

turing concern to sell shoe ornaments, bows 
and findings. All territories open. Address 
D-582, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








HELP WANTED 


SSISTANT BUYER FOR WOMEN’S 
SHOES. One of the nation’s finest depart- 





LOW-PRICED line shoes for southeast and 
southwest Texas. 15 years’ road experience. 
Specialty shoes. R. P. Bryarly, Tuleta, Bee- 
ville County, Texas. 





WANTED— Popular priced line men’s work 

shoes. Also complete line of Stitchdowns. 
Territory covered Alabama and Mississippi. 
Straight commissions —no advances seated 
J. O. Robbins, Florence, Ala. 





OR lower Mich., Ohio, West Va., and west- 

ern Pa., a line of popular. priced Women’s 
Novelty, Arch Type, or Branded Men’s shoe 
line. Have very large established trade of 
leading accounts. “Arthur,” 815 South Negley 
Ave., Pittsburgh, Pa. 








FOR RENT 





RETAIL opportunity. Leading women’s ready- 
to-wear store in Central Pennsylvania town 
of 15,000; will sublet desirable first floor space 
on flat rental basis to financially responsible party 
for popular priced women’s shoes; 100% loca- 
tion; modern windows; established 13 years. 
Address D-576, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








POSITION WANTED 





RETAIL POSITION WANTED: The writer 
of this advertisement is desirous of securing 
a position as buyer or manager of some retail 
shoe store or shoe department. Has a good 
record of successful experience, having been 
for five years manager of well-known retail 
stores in Baltimore and New York City and 
for nine years buyer for the shoe department 
of. a well-known department store in New York 
State. Best of references furnished. For fur- 
ther particulars address D-584, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ment stores in the Middle West has op Z 
for an assistant buyer of women’s shoes. Must 
have thorough knowledge and experience in 
high grade merchandise and in dealing with 
exacting clientele. In reply give detailed out- 
line of previous experience, age and any other 
information of value in considering application. 
Address D-580, care Boot & Shoe_ Recorder, 
239 West 39th Street, New York, N. Y. 





FOR SALE 


EXCLUSIVE women’s shoe store. Good loca- 
tion, reasonable rent, $2,000.00 required. 
Address D-583, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system 0: 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will surpl i theese 
from Ru. wy Piebbors + ete - 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO.., Inc. 


590- Broadway New York 
Phone Canal 6-4288 and 4299 








_ WE BUY 
Entire or 8 us Wholesale and Retail 
ks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
88 Reade St. Cor. Church 
New York City 
Phone Barclay 7-7887 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 





Leases assumed Transactions confidential 














$1.25. When a 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 
box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 
&F Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


7 cents per word. Minimum charge 








When writing advertisers please mention Boot and Shoe Recorder 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, II. 






















KENT 
AUTOMATIC 
GARAGE NEw yorK 


The last word in convenience and safety 
for your car ,. . occupies its own par- 
ticular compartment . . . offers every 
opportunity for storage by the hour, the 
day, the month . . . with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 





Redecorates Shoe Section 


CuHIcaGo, Itt.—The women’s and 
children’s shoe sections at the Fair 
have recently been given a “new deal” 
by which they have been entirely re- 
decorated. The result is a very hand- 
some department with many interesting 
special features. The children’s section 
is one of the most intriguing shopping 
places for young people in the city. 

The carpeting here has droll cubist 
animals woven into it, the like of which 
were never seen on land or sea. Color- 
ful mural decorations carry out the 
idea like a Krazy Kat dream in which 
everything is topsy-turvy. Six very 
large “soldiers” made out of various- 
sized cylinders in brilliant colors stand 
at attention. The cylinders which are 
“heads” have within them indirect light- 
ing fixtures which cast grotesque 
shadows and make believe to the small 
person who comes to buy shoes that he 
is at accircus. Chairs and service stools 
have metal frames and are upholstered 
in red. 

The women’s department opens off 
of this through arches. In contrast with 
the vivid flash of the children’s section 
this has much dignity due to spacious- 
ness and restraint in decorations. The 
walls are plain except for some interest- 
ing paintings. The carpeting is in 
neutral tones and the chairs in dull 
blue with metal frames. Shoes are dis- 
played on shelves built into pillars 
which have indirect lighting. A special 
feature is that none of the display 
shelves is encased in glass to shut away 
the eager shopper who wants “to see 
with her fingers.” 





Peoples Shoe Shop Starts 


BALTIMORE, Mp.—A recent addition 
to the retail shoe field, is the Peoples 
Shoe Shop, opened at 759 Washington 
Boulevard. It is a family shoe store. 





Featuring Douglas Shoes 


BALTIMORE, Mp.—Sally’s Shoe Shop, 
737 Washington Boulevard, is another 
Jocal exclusive retail shoe establishment 
— an agency for the W. L. Douglas 
shoes. ‘ 











MERCHANTS’ NEEDS 








SHOE ORNAMENTS 
AND 
FINDINGS 
Smart, modern shoe ornaments of all descrip- 


tions. Fast selling and profitable items for your 
store. Write for samples. 


SAVOY BUCKLE & NOVELTY Co. 
270 Lafayette St., N. ¥. C. 











THIS REALLY NEEDS NO 
HEADLINE 


(From Wakefield Citizen & Banner, 
Dec, 2, 1898) 














Doctors say that cold ankles kill more women 
than nerves and disease put together. This may 
be an exaggeration, remarks the New York Sun, 
but it is not to say that when the ankles are 
well protected and kept perfectly warm their 
owner is not likely to suffer with colds. 

“Stock breeders say that cold can be borne 
by animals only at an expense of fat or muscles 
or vitality, and so it is with women,” said a 
fashionable bootmaker recently. “And yet they 
persist in wearing thin stockings and thin, low 
quartered shoes long after the summer has 
passed. But they are improving in this respect 
as well as in every other as the time goes by. 

“Ten years ago we sold as many low shoes 
in winter, shoes with an excuse for a sole, as 
we did in summer. Not so now. When a woman 
comes in and buys a pair of low shoes at this 
season for outdoor wear we know that she is 
one of the two things, vain or silly.” 





Works With Chiropodists 


GREELEY, COLO.—A cooperative plan 
with chiropodists whereby they are in- 
vited to bring patients into the store 
for a free foot X-ray has proved very 
successful for the Eldred Shoe Com- 
pany. 

The company possesses the only foot 
X-ray machine in the city and it has 
taken advantage of the equipment to the 
fullest extent by concentrating on the 
chiropodist tie-up. The offices of the 
doctors are located but a short distance 
from the store and they have a stand- 
ing invitation to bring patients in for 
the inspection so that it may be clearly 
shown why poorly-fitted shoes are very 
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often the direct cause for foot ailments. 

While the patient is being given the 
examination, an explanation as to why 
the mis-fit shoes are largely responsible 
for the trouble is given. It is then 
shown that a correct pair would re- 
lieve the ailment, and the patient is in- 
vited to carefully examine them and 
make a purchase—and with good re- 
sults. As found by the company, the 
reason for this is because the sales talk 
is made doubly effective by being able 
to accurately show the prospect the real 
source of trouble. The X-ray shows the 
facts in reality and leaves no possibility 
for doubt. 
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Reports Splendid Business 


BURLINGTON, Iowa—-C. F. Meyer, 
who took over the management of the 
Economy Shoe Co., Inc., reports a 
splendid increase in business over the 
past year. 





New lowa Store 

CoLtrax, lowaA—A new shoe and cloth- 
ing store has just been opened here 
under the name of Davis & Pratt. 





E-] Expands Plant 


ROCHESTER, N. Y.—With enough 
business on hand to keep it in the van 
of the industry for the winter season, 
the Endicott-Johnson Company last 
week moved to expand its Endicott 
quarters. 

Work was begun on an addition to 
its North Street factory. The com- 
pany also has bought the Air-O-Ace 
plant in West Endicott, composing 
about 10,000 sq. ft. of floor space. 





N.S.R.A. Program Planned 


St. Louis, Mo.—Special attention 
was given to the program for the 
coming N.S.R.A. 1934 Convention, at 
a meeting held in Philadelphia by 
Reuben Metz, secretary-treasurer, and 
Arthur Ebbs, chairman of the conven- 
tion committee, at a conference with 
President A. H. Geuting. 

At this meeting it was deemed im- 
portant that as strong and varied a 
program as possible was desired at this 
time. Interest in the NRA as well as 
the attitude of the government in re- 
gard to retail distributing are expected 
to be first and foremost in the minds 
of the majority of the shoe merchants 
coming to the Convention. How the 
codes and other NRA provisions will 
affect the individual dealers are vital 
matters of interest at this time. Every 
shoe retailer is anxious to have a 
thorough understanding of things as 
well as explanations of the different 
sections as applied to the retail shoe 





business and his own individual store. 
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A BUYING GUIDE TO 
OUR ADVERTIYERY 


IN THIS 


IAS WE a 4 





BOOTS AND SHOES 
Ault-Williamson Shoe Co., Auburn, Me.... 33 


Bass, G. H., Co. Wilton, Me... 005... cvccs 41 
Bellemeade Shoe Co., Nashville, Tenn...... 10 
Brooks Shoe Mfg. Co., Philadelphia, Pa... 40 
Brown Shoe Co., St. Louis, Mo............ 23 


Chase, W. S., & Sons, Haverhill, Mass.... 38 
a Life Shoe Mfg. Co., Milwaukee, 
3 


Pr J. M., Shoe Co., South Braintree, 
BME. din coger ciaehaed.ccdcesseiiecee: 41 
Craddock-Terry Co., Lynchburg, Va.2nd Cover 


i Bliss & Perry Co., Newburyport, 
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Ebberts, John, Shoe Co., Buffalo, N. Y... 38 
Edwards, J., & Co., Philadelphia, Pa., 

Back Cover 
Hoge-Montgomery Co., Frankfort, Ky....... 1 


—* Day’s Ideal Baby Shoe Co., Danvers. 
3 
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Nettleton, A. E., Syracuse, N. Y........... 38 
Old Colony Shoe Co., Brockton, Mass...... 38 
Owens Shoe Co., Lynn, Mass............. 40 


Peters, Branch of I. 8S. Co., St. Louis, Mo. 3 


Richards & Brennan Co., Randolph, Mass. 38 
Roberts, Johnson & Rand, St. Louis, Mo. 5 


Shaw, M. T., Inc., Coldwater, Mich...... 36-37 
Smith, J. P., Shoe Co., Inc., Chicago, Ill. 38 


LEATHER AND OTHER MATERIALS 


Lima Cord Sole & Heel Co., Lima, O. .3rd Cover 
Neumann, R. & Co., Hoboken, N. J....... 41 
Ohio Leather Co., Girard, Ohio............ 8 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md............. 40 

United Shoe Machinery Corp., Boston, 
ee eee ere Peer eS eee. 2-6-31-34 

Vulcan Corp., Portsmouth, O...... Front Cover 


SHOE ACCESSORIES 
Savoy Buckle & Novelty Co., New York. 
City 47 
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Simplex Shoe Tree Co., Chicago, Ill....... 40 
Williams Mfg. Co., Portsmouth, Ohio...... 41 
MISCELLANEOUS 
American Weekly, New York City......... 7 
Hotel Martinique, New York City.......... 43 
Hotels Mayfair-Lennox, St. Louis, Mo.... 47 
Hotel New Yorker, New York City......... 43 
Kent Garages, New York City............ 47 
Kirsch-Blacher Co., Inc., New York City.. 46 
Poster & Deutsch, New York City.......... 46 
Rubin, Irving, New York City............. 46 
Stephenson Laboratory, Boston, Mass....... 46 


With this idea in mind the N.S.R.A. 
officers and directors, headed by Presi- 
dent Geuting, are exerting every effort 
to provide the means of bringing this 
information to the members of the as- 
sociation. Special effort will be made to 
have competent speakers on the pro- 
gram who may be able to interpret 
properly the provisions of the retail 
shoe code, and considerable time will 
be allotted the subject at the ated 
tion sessions. 

Reports of progress to Predident 
Geuting and the directors were heard 
with interest and the plans for the 
coming meeting are now being grad- 
ually shaped up with EACH WEEK 
seeing more of the details perfected 
and the work further along that are 
expected to show results in making the 
coming Convention one of the most suc- 
cessful held in the history of the 
N.S.R.A. 








OBITUARY 





L. J. Toller 


Kansas City, Mo.—Lawrence Joseph 
Toller, 38, who formerly was associated 
with his brother, William H. Toller, in 
operating the Royal Shoe Stores, died 
in Chicago after an operation. Mr. 
Toller had been ill only two days. 

Since leaving the Royal stores last 
August, Mr. Toller had been engaged 
in the advertising business. He had 
made his home in St. Louis. 





C. C. O’Neill 


BROCKTON, Mass.—Christopher . C. 
O’Neill, an executive of the Howard & 
Foster Shoe Co., Inc., died of a heart 
attack the night of Dec. 8 while visit- 
ing at the home of his sister, Burling- 
ton, N. J. Mr. O’Neill had just returned 
from New York City, where he had at- 
tended the National Boot & Shoe Manu- 
facturers’ Association convention. 

Mr. O’Neill had been with Howard: 
& Foster for 18 years, coming here- 


from Newark, N. J., to take up his. 


duties as general superintendent of 
the factory here. He was superinten- 
dent of the James A. Bannister Co. in: 
Newark and had been associated with 
the shoe business practically all his life. 

Mr. O’Neill is survived by his wife, 
Mary E. O’Neill; four daughters, and: 
three sons. 
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WHO .. knowingly ..WANTS TO PAY FOR 
TWO PAIRS OF SHOES and 
RECEIVE ONLY ONE PAIR? 


Fashion authorities forecast huge popularity in 1934 


for white wash suits to be worn by men to business and 


all-white shoes to go with them. If a man is sold soft 
finish, “powder-puff” white shoes, he’s going to pay the 
price of two pairs. And, some time or other, he’s not 
going to like the idea; possibly feel incensed against 


the store which did not look after his interests better. 





The shoe retailer who takes an interest in his 
customers will sell a man who wants all-white 
footwear a pair of shoes made of white LEVOR 
washable goatskin. Everybody knows that a 
man wears white “powder-puff” shoes one day, 
they’re soiled and need whitewashing to be pre- 
sentable for another day’s wear. And the 


nuisance is as bad as the expense. 


It costs from 20 to 30 cents to have “powder- 
puff” white shoes cleaned and dressed by a boot- 
black. During a week’s wear of such shoes, 3 to 
4 whitewashings become necessary. 

Before the summer is over, every man who wears 
napped surface, white shoes has paid out the 
original purchase price to maintain their clean 


appearance. 











The manufacturers listed below have 
tested white LEVOR goatskin for prac- 
ticability. They have models of this 
superior white leather in their lines. 
They’re looking for retailers who believe 
it’s good business insurance to sell their 
customers white LEVOR goatskin shoes 
next summer! 


ALLEN-EDMONDS SHOE CORP. 
JAMES A. BANISTER CO. 
BARNEY, CAPEN & DENHAM CO. 
BROWN SHOE CO., INC. 

EDWIN CLAPP & SON, INC. 
CONRAD SHOE CO. 

CHAS. A. EATON CO. 

FRENCH, SHRINER & URNER, INC. 
R. P. HAZZARD CO. 

HEYWOOD BOOT & SHOE CO. 
HOWARD & FOSTER, INC. 

GEO. E. KEITH CO. 

MILFORD SHOE CO. 

NUNN, BUSH & WELDON SHOE CO. 
OLD COLONY SHOE CO. 

M. A. PACKARD CO. 

C. B. SLATER CO. 

STACY-ADAMS CO. 

STETSON SHOE CO. 

N. B. THAYER SHOE CO. 
WALL-STREETER SHOE CO. 


What a difference with white LEVOR goatskin! Not 
only are you giving your customer shoes that are cooler 
on his feet in hot days; almost half a pound lighter in 
weight; exhilarating comfort and ease; but the purest, 
permanent white leather tanned . .;. . washable leather! 
Any time there’s a smudge of dirt on white Levor goat- 
skin shoes, a man need only dampen a handkerchief or 
cloth and rub the spot clean, or wash the entire surface 
to an immaculate whiteness again. Any time.... 


any place! 


G. LEVOR & CO,., Inc. 


Tanners of “THE WHITEST WHITES” 
DEPENDABLE LEATHERS FOR OVER 57 YEARS 


GLOVERSVILLE NEW YORK 
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NATIONAL SHOE RETAILERS ASSOCIATION 


CONVENTION 
VISITORS 





are cordially invited 


to our exhibit at the 
STATLER HOTEL 
Rooms 1038 and 1040 


and to our 
Educational Exhibit at the 


JEFFERSON HOTEL 


Mezzanine Floor 


ST. LOUIS 
January 7, 8,9 and 10, 1934 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 























When writing advertisers please mention Boot and Shoe Recorder 























BOOT AND SHOE RECORDER, December 30, 1933 3 















































THE F STEST SELLING SHOE TREE IN 
AMERICA’S NATIONALLY KNOWN STORES e 


NO JOKING . 
MONEY GROWS ON (SHOE) TREES! 


The SIMPLEX tree and the SIMPLEX SALES PLAN are so sensible, and 
sound, that they just couldn’t help being the success they are. 


A good sensible tree at a sensible price!! Sell your customer ONE PAIR; 
thereafter the demand is there for Simplex trees for each pair of shoes in the 
















wardrobe. @ 
The POPULAR PRICE and being self adjusting for any size shoe—a gentle 

squeeze and it’s in—make SIMPLEX SHOE TREES fast sellers, giving the 
merchant a nice profit margin. Sales Plan ‘on request. 


50c RETAILER Be cits il Sizes 2° 


SIMPLEX SHOE TREE COMP 


105 WEST ADAMS STREET CHICAGO ILLINOIS 





Adjusting 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language. 
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see 


The Most Complete Record 
of Finances in the Most Convenient Form 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 




































































































































































CONSISTING OF: 


Complete Bookkeeping 
Guide— 

Daily Records— The least entries—the least work — 

Departmental Records— 

Comparative Statement of the least chance of confusion or error. 
ncome— 

Daily Record of Salesmen— ; 

Comparative Trial Balance— Sales ) DAILY— j Receipts ONE SET 





q Sales Compar- Disbursements COVERS 
Cloth board loose leaf binder WEEKLY— wen uae 


hea 
Net Earnings ses — 


i 
{ MONTHLY ) “1 Over. REQUIREMENTS 


$10-50 Complete Cost of Sales 
Returns FIGURES 


Postage Prepaid 
(Oheck with order, pl USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- 
Unless 0.0.0. shipeene ORD, 1T GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY REFILLS IN 
is preferred. DETAIL. STOCK. 








i 
MAIL THIS TODAY pO! (Sci. 


Chicago, Ill. 








—Please send me the FINANCIAL RECORD, 


BOOT AND SHOE RECORDER for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. 


MERCHANTS SERVICE DEPARTMENT mini 
367 West Adams Street—Chicago, Il. ; ne et RE a 
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The “Vassar” oN Three-Snap Gaiter 


ew S. A. Clog 


THE SERVUS LINE IS COMPLETE... 
Exclusive . . . Fast Moving . . . Profitable 


—— ss 


ee 
The ‘“E-Z-Fit’”’ The '‘Mudguard”’ 


ee is 


The ‘Ea 


90 
zon 


PROMPT SHIPMENT OF MAIL ORDERS AND FILLINS 


Try our mail order service . . . You'll like it! 


The new Servus ADVERTISING AT THE POINT OF SALE Campaign is ding sales and profits for 
Servus Dealers everywhere. Write for details. 














SERVUS RUBBER COMPANY 


ROCK ISLAND, ILLINOIS, U.S.A. 
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ONE WAY TO MAKE 
THE NEW YEAR PROSPEROUS— 
RECORDER WINDOW DISPLAY CARDS 


10% 


Selling is Through 
WINDOW 


IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 
tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 


RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 





You can’t contact the window shoppers outside, but you can 
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1sTtTMa 
cease s. 


¢ 





co see 





= on 


so COME IN 
aud look over 
+ OuR 
GIFT SUGGESTIONS 


Sarereas 


+ ose 
° AUCHLES 











DECEMBER 


Silver 


board, with de- 


sign in bright red and 


blue. 


Size: 8x14” 


COMPLETE TEXTS 
sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service, 


Fittin 


ity, Ete. 
ards: 60¢ each 


— 
Without Text: 35¢ each 





GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


merchants. Double the value of your window displays with 





Recorder cards are designed and written exclusively for shoe ’ 
‘7 
1 


hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 
Samples will be sent on request 





DECEMBER 
HARMONIZING 
TICKET 
Available to non-show 
card subscribers at 
prices listed below. 
Other Xmas _ tickets 

in-stock. 


1933 











“L”: Blue & Silver “I”: Pale Green “gy. Rp m 
design on buff Design on Buff. pa Ae hs ta 
stock. P z 


“Z": Vellow Lan- cs 


Q: 
tern on Deep Trim on Bright on Light Tan. 
‘ange. Yellow. 





a 
Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 


WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“jy”—Polly Clips for tickets: 4 gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”-—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 








Orange “O”: Rose Design 


cP | 99 


























Oe) ’ tad 





When writing advertisers please mention Boot and Shoe Recorder 






































4 
a 
F 
: 









BOOT AND SHOE RECORDER, December 30, 1933 








MORE SHOES! 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current og 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 





HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 













These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 








Merchants Service Dept. 
BOOT AND SHOE RECORDER 


367 W. Adams St., Chicago, II. 





Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ...6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, II. 


Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with January, for card service 


ING iewseus » for one year, consisting of........ card 
holders (with the first month’s service), ........ cards 
and........ blank tickets each month—OR—........ é 
IMPRINTED tickets at 35¢ per fifty, additional, for | 
which we will pay $........ per year, payable §........ 


per. month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subseribers must | 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue |; 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service ; 
delivered, and agree to return the card holders.) 
We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) | 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


» eee Sie vies ee . Oeeer re Sivaeeis » Peer ' 
SARE NGOs v6 hadeiccsciccacudddeeedsJedeecceuscaus 
0) CPL E LER TREC ETC T ECC CT OC OCR STC ET EE CLC 
SNE i ticiriisi<tomeniacioesaanale 
DN irate ieenertsiness Di cicarcisccereniein 


OO Oe oo oo oo 8 EOS E EEE E EAHA AEA RARER OOD: 
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UY in 


Extending 
the Greetings of the 


Season 


B. FRIEDMAN SHOE CO. 
109 READE STREET 


NEW YORK CITY 
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M. J. 


SAKS SHOE CORP. 


WISHES TO TAKE THIS OPPORTUNITY 
TO THANK ALL ITS FRIENDS AND CUS- 
TOMERS AND TO EXTEND TO THEM THE 
SEASON’S GREETINGS. 


The new spring line of M. J. Saks 
Shoe Corp. will be on display in 
Room 759, Hotel Statler, Boston, on 





1933 


NEW 


BUY IN THE 
NEW YORK MARKET 





LET THESE NEW YORK MARKET PAGES 
BE YOUR WEEKLY BUYING GUIDE. 


SMART, POPULAR PRICED, FAST SELLING 
FOOTWEAR OF ALL TYPES. 





IMMEDIATE DELIVERIES. 


THESE SHOES INSURE QUICK AND 
PROFITABLE TURNOVER. 














January 3, 4, and 5. 
152 DUANE ST. NEW YORK CITY * * 
A REAL BUY > AAC HOW TO REACH THE NEW YORK SHOE MARKET 






THE MOST COMPLETE IN-STOCK LINE OF JUVENILE SHOES IN NEW YORK 


De. MORRIS SHOE CO. !"¢. 143 Duane St., New York 


SR i i i i i i Ti i Ti i i i i i a i i 


WATCH THE 
NEW YORK MARKET 


IN PREWELTS 


220—PATENT LEATHER 
222—WHITE KLK 
224—-JERSBY BLK 
226—BLACK ELK 
228—BROWN ELK 






2-6 
$.85 


280—GENUINE BUCK, 2-6, $1.10 


SAMB COLORS IN SIZES 6%-8, $1.10 
GENUINE BUCK, 6%-8, 


In Prewelts We Are Leading as Usual 





PAGES EVERY OTHER WEEK IN 








yeyeyeeeeene eee 





BOOT AND SHOE RECORDER 


FOR 


SMART, POPULAR PRICED 
MERCHANDISE 


When writing advertisers please - 


ei 


1.30 
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CENTRAL| 





We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 3: 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta 
tion, take the Broad- 

Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers _ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 





EIN STREET] | 




















PENNSYLVANIA 
STATI 


77H 
& 
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VORK MARKET 





REGISTERED 


edicharm 
P Shoes 


CREATING PERFECT POSTURE 
AND 
GRACEFUL CARRIAGE 


| 


§ OPERAS 
FOR IMMEDIATE 
DELIVERY 


KAFFA_ KID, PATENT 
LEATHER, WHITE 


Sizes 1-9° on High Heel 
Widths A-C, Baby & High 


| Y; PRICE $1.” 


Long Vamp Short Vamp 
145 DUANE sT. 
Lion SHOE Co. INC. WEW YORK CITY 
~* * * 2% 224244 888% 8888888848844 4 4444 OOOO OOS 


A NEW AID 


TO RETAILERS OF HIGH GRADE SHOES 


Women’s Hand Turned Shoes 
Made in Brooklyn 


IN-STOCK 
2238—Brown kid step-in, pee col- 
lar and tabs, 20/8 h 
2138—As illustrated in Boa Kid. 
2838—As illustrated in Blue Kid. 
AAA to © 


SHAPACK SONS CO. 


SUITE 755 MARBRIDGE BLDG. 
47 W. 34th ST. NEW YORK CITY 








Oo 
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T 
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SUCTION SPONGE 
BACK RUBBER 
CUSHION 
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edicharm *4.20 
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The Pedicharm Shoe 
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IMPERFECT BALANCE 





OBTAINED A aT OF AVERAGE SHOE 
POINT BY _— ELIMINATED BY for women 
PEDICHARM PEDICHARM FASHIONABLE—CORRECTIVE 
AAA - EEE 
IN STOCK 


A Large Assortment of 

Beautiful and Latest Pat- 

terns in _ Diversified 
Leathers 


to neva at 849 ann 8 No. 3730 


LAZARUS FRIED & SONS, INC. 
118-120 Duane St. New York City 


1 Be, ° 
Bs No. 3 1 80 Bi i i i ay i iy iy i i i i i i i i a i i i 


CHARMING SHOES FOR NORMAL FEET A NEW Crossett NUMBER 
AAA-EEE IN-STOCK for SPRING 


india diy ty tp tp i> ne SSS OOS 





















TO RETAIL AT °4. ann *5 
BLACK CALF, PLUG PATTERN, 
WINGTIP OXFORD. 


See Our New Spring Models SIZES 5/2—11 











Se SS SS BVT BWW WWW WAWVAWA4AA4A 2422 





= of Pedicharm Shoes WIDTHS A—D 
7 7 ve eee No. 8036—BROWN 
LAZARUS FRIED & SONS, Inc. 9 *7$4-00 ——— 
1 18-1 20 Duane Street Write for Agencies in Your Territory. 
ws NEW YORK THE L. & S. SHOE CO,, Inc. 4, SUANE ST, 
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FRIEND TO THE BOY 





PHILADELPHIA | 
29, 37 MILES 

















Davip JOSEPHSON 


worked his way from errand 
boy to proprietor of a good shoe 
store in a good town. 

He always found a reasonable 
amount of time to devote to as- 
sociation work. Right now he is 
serving his second term as Presi- 
dent of the Middle Atlantic 
Retail Shoe Association, having 
taken an active part for many 
years. 

He reads newspapers, trade 
papers and serious literature. 
He visits other merchants. He 
is always looking for new ways 
and new ideas. And he finds 
many practical methods right in 
the Boot and Shoe Recorder. 


Adv. 








KNOW a man who as a small boy had his first job running 

errands in a retail shoe store. The few dollars a week he earned 

by dint of careful planning was just enough to feed and clothe 
him. But he wanted to learn all about this wonderful business which 
was furnishing him with a livelihood, meager though it was. 


He was an observant youngster, and noticed that as a certain book 
came in the mail each week, his boss immediately read it through and 
through. This boy decided that what interested his boss so greatly 
would be of equal interest to him. Thus he became a reader 
of the Boot and Shoe Recorder. 


There was not a week, from the time he started his first serious 
reading, that he missed a complete reading of the Recorder. He read 
each and every advertisement. He read each and every news story. 
Soon he had a wealth of shoe knowledge which even surprised his 
boss. When it came to needing the address of any manufacturer, it 
was a common thing to say, ““Ask David, he will know.” And David 
did know who all the manufacturers were—what they advertised and 
where their home offices were located. David knew, too, all the shoe 
merchants of the country by name and reputation. 


Later, when he grew to manhood, he had a real fund of informa- 
tion relative to his business which he had gleaned from his weekly 
reading. 

Now this boy is a man grown and has his own shoe store. The 
site he selected was right in the center of the capital city of New 
Jersey—Trenton—and in direct competition with New York, Phila- 
delphia and Newark. Philadelphia is 37 miles away; Newark 40 
miles, while New York City is 62 miles from Trenton, over that 
famous New Jersey super-highway. 


Metropolitan newspapers from these cities freely circulate in Tren- 
ton, so that the public is well informed as to what is in vogue. 


This family shoe store faces such competition with the utmost 
confidence. Newspapers are read and studied to see what is being 
offered. But, important as newspapers are, they are not enough. 
A man does not feel like taking the time away from his store to 
visit the various centers, as he did a few years ago, save on special 
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40 MILES 


ut 77 NEWARK 


ae 


NEW YORK 
©2 MILES 


TO THE MERCHANT 


occasions. The news of the accomplishments and the sun and nothing left to tell, but there are always 
. fashion forecasts in his industry must be brought new ideas and new inspirations in every issue. 


to him, larly, and f trustworth , : 
a ee eee ee a nn Seeeee Not only that, but the Recorder has been considered 


Long ago, while a boy in a store, this man found this the friend and counselor of the great mass of retail 
source of information and inspiration, and it has not shoe merchants throughout the country. A friend that 
yet failed him. understands our problems and is always anxious and 

It is the Boot and Shoe Recorder. eager to help us solve them, and to fight our battles. 


It has been faithfully read for over twenty years This story of this errand boy I know to be true, for 
now. It would seem that there was nothing new under I was THAT BOY. Davip JOSEPHSON. 


The Josephson Shoe Store in Trenton, N. J. 
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LEAD IN G 
MERCHANTS 


KNOW AND STUDY VALUE 
NOT ONLY IN FOOTWEAR 
BUT OF INSURANCE ALSO... 


Here is what they say... 


I note that few insurance 

° A. H. GEUTIN companies have come through 
the depression with the increased financial 
strength attained by the National Retailers Mutual 
Insurance Company. I am proud to be on its 
Advisory Board and am proud to recommend it 
to my fellow shoe retailers. 


Fire insurance is a necessity, 

ad WILL KNIGH and when a necessity can be 

purchased at a big saving, it seems that every shoe 

merchant in the United States (if they haven't 

already done so) would look into the savings that 

the National Retailers Mutual Insurance Company 

makes possible. 

: The dividends we receive at the 

ws JESSE “ADLE end of the year are looked upon 

by us as an extra profit. Inasmuch as we insure 23 
stores, this is a mighty fine saving each year. 


Almost since its organ- 
e H. C. McLAUGHLI ization, we have io. 
supporters of the National Retailers Mutual. Insur- 
ance Company, feeling that it was sound and well 
managed, and a company that had a great future. 
Today, practically all of our insurance of all kinds 

is written through this organization. 


0 0. H. HASSEL Tite oar comebite inne 


ance in the National Retailers Mutual Insurance 
Company and its associate, the Lumbermens Mu- 
tual Casualty Company. We feel that a saving of 
25% in premium cost is worthwhile when net prof- 
its are considered. 


The Company is well man- 

e FRANK WERNER aged, rena exceedingly 
good judgment in its investments. Through the 
National we receive advantageous rates; this in ad- 
dition to our dividends has made it 


tremendously worthwhile for us to 
do business with such a company. 

















A. H. GEUTING 


President, Geuting’s, Phila- 
delphia, Pa. President 














WILL KNIGHT 


President, Knight Shoe Com- 
pany, Portland, Oregon. 
Vice-President N.S.R.A. 


















JESSE ADLER 


President, Adler Shoes for 
Men, Inc., New York, N. Y. 
Vice-President N.S.R.A. 


















H.C. McLAUGHLIN 


President, The Potter Shoe 
Company, Cincinnati, Ohio. 
Vice-President N.S.R.A. 


















0. H. HASSEL 


President, Hassel’s Shoes, 

Inc., Chicago, Illinois. Chair- 

man, Executive Committee, 
N.S.R.A. 







Write us about your Automobile, 
Casualty and Fire insurance needs. 
No obligation is involved. 


NATIONAL RETAILERS 


MUTUAL 
INSURANCE COMPANY 


JAMES S. KEMPER, PRESIDENT 
MUTUAL INSURANCE BUILDING © CHICAGO, U. S. A. 
NATIONWIDE SERVICE FACILITIES 














FRANK WERNER 


President, Frank Werner 
Company, San Francisco, 
California. Former Director 
N.S.R.A. 
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